Avco Buys Bendix 
Appliances; Plans 
No Sales Changes 


NEw YorK, Dec. 21—Bendix 
Home Appliances, South Bend, 
Ind., has become a division of Avco 
Mfg. Corp. as a result of action 
by Bendix stockholders who voted 
to transfer the assets and business 
of the company to Avco in ex- 
change for two shares of the lat- 
ter’s common stock for each share 
of Bendix. 

Judson S. Sayre, formerly pres- 
ident of Bendix, has been named 
general manager of the Bendix 
division of Avco and is expected 
later to become an officer of the 
corporation. Hector J. Dowd, for- 
merly chairman of Bendix, has 
been elected a vice-president of 
Avco. 

Bendix, which started in 1937, 
will be operated separately from 
the other divisions of Avco, ac- 
cording to Victor Emanuel, Avco 
chairman, who said that Bendix 
will maintain its present distribu- 
tion system independently of other 
Avco divisions. 

All of Avco’s subsidiary operat- 
ing units have their own sales and 
distribution setups, which are 
‘managed independcntly. 


ws Avco, formerly the Aviation 
Corp., in 1945 became a major 
(Continued on Page 4) 
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THE NATIONAL NEWSPAPER OF MARKETING 


FCC and CBS Win Pyrrhic Victory 
in Color Television Controversy 


Consumer Goods 
Outlook for ‘51 
Is Unpredictable 


WASHINGTON, Dec. 21—As_ it 
looks today 1951 will be “neither 
fish nor fowl.” 

Well into the year, there will be 
substantial quantities of consumer 
goods produced. But the trend will 
be downward, and some time past 
mid-year many industries will face 
the decision whether to continue 
production at all. 

Sharp cutbacks are ahead for all 
metals consuming industries. But 
these industries have been operat- 
ing at unprecedented volume, and 
the cutbacks in the immediate 
offing will for the most part still 
leave an output comparable with 
the best pre-1940 years. 

A 25% cut in passenger cars 
would still leave the industry at 
a rate equal to the best pre-World 
War II rate. Similarly, home build- 
ing could be cut 25% and still 
leave as many starts as in any year 
prior to 1949. 


m Many appliance makers already 
are feeling the cuts, and will be 
down even more during early 1951. 
But the automobile industry last 
week turned in its best production 
figure of recent months. 

Production cutbacks are often 
in excess of government require- 
ments, because manufacturers find 
it increasingly difficult to buy ma- 
terials. 

With the arrival of Charles E. 

(Continued on Page 8) 


Packagers Undismayed 
Despite Uncertainties 


Less Tin, Cellophane 
Bringing Difficulties, 
But No Sales Loss Seen 


NEw YorK, Dec. 20—Suppliers, 
designers and users of packages 
for consumer goods are facing up 
to the fact that from now on— 
barring an unexpected outbreak 
of peace—they must struggle along 
under the combined weight of gov- 
ernment restrictions, shortages 
and substitute materials. 
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A check by AA discloses that, 
while packaging spokesmen are 
uniformly uncertain about what 
tomorrow will bring, they con- 
sider the outlook, at the moment, 
to be far from bleak. 

Among the reasons for looking 
at the bright side are these: (1) the 
fact that everyone in the field 
learned much from his experience 
during World War II; (2) all for- 
ward-looking packaging people 
started researching the possibili- 
ties of substitute materials as soon 
as the Korean fighting began; (3) 
the belief—and this seems to be 
the bedrock basis for the air of 
cheerfulness—that most manufac- 
turers of packaged products will 
be able, in a tight economy, to sell 
practically everything they can 
produce no matter how the pack- 
age looks. 


a Growing defense. commitments 
of course mean that retail shelves 
are destined soon for a less gaudy 
look than they wear today. First 
items to be stripped from pack- 
ages will be those frills which 
merely serve as merchandising aids 
and which play no part in pro- 
tecting the products they contain. 

The cellophane shortage means 
that windows in food and other 
packages will soon be no more. 
Replacing the cellophane window, 

(Continued on Page 36) 


MANY MORE—In Providence last week, 
18 bottlers ran this page in the Journal 
to explain why their prices are up. 


5¢ Soft Drinks 
Harder to Find 
Except in South 


Coca-Cola Leads Price 
Hikes Finally, Taking 
Other Bottlers Along 


New York, Dec. 20—In the past 
few months, the price of soft drinks 
has zoomed upward nearly every- 
where in the nation except the 
South. 

Bottlers uniformly blame rising 
labor costs, an 8% hike in the cost 
of glass bottles and a 2¢ per gross 
increase in bottle crowns scheduled | 
for January for boosts in their 
wholesale soft drink prices. 

Taking the whole industry up 


the price ladder is Coca-Cola, 
which has 1,100 franchised bottlers | 
and 60 bottling plants of its own. 
Coca-Cola’s own plants have al-| 
ways maintained the wholesale 

(Continued on Page 34) | 


Chrysler Ponders 
Magazine Ad Cuts; 
Others May Follow 


Detroit, Dec. 21—Chrysler Corp. 
is considering revisions in its mag- 
azine ad schedule in view of cur- 
rent costs and materials uncer- 
tainties. The company also an- 
nounced that newspaper schedules 
are being studied for possible 
downward revision. Chrysler has 
placed advertising on a day to 
day basis. A company spokesman 
said it is possible that Chrysler and 
its divisions may not run any mag- 
azine ads after January. 

General Motors Corp. and Ford 
Motor Co. are working on a pos- 
sible revision of their promotion 
programs. Consideration is being 
given to shifting to a morale build- 
ing campaign. 

In New York, the local Chevro- 
let Dealers Assn. is curtailing TV 
advertising because of the possibil- 
ity of cut-backs in auto production 
and general uncertainty of the 
future. 


a The dealers, according to their 
agency, Campbell-Ewald Co., will 
discontinue sponsorship of Madi- 
son Square Garden sports events 
over WPIX, New York, effective 
Jan. 16. This is the half-way mark 
for the series originally scheduled. 
Another casualty in the Chevrolet 
dealers retrenchment is “Famous 
Jury Trials,” a weekly telecast 
over WABD, New York. This will 
be dropped in mid-January. 

The only certainty emerging 
from the maze of confusion is that 
companies are making every effort 
to build and sell every passenger 
car possible before converting to 
war work. 


Last Minute News Flashes 


P&G Creates New Post: Chase Ad Manager 


CINCINNATI, Dec. 22—W. R. Chase, formerly manager of Procter & 
Gamble Co.’s brand promotion division, has been named to the newly 


created post of advertising manager. 


Howard J. Morgens, vice-president 


in charge of advertising, also announced creation of two brand promo- 
tion divisions, these to be headed by D. H. Robinson and E. A. Snow. 


Firestone Plastics Sets Color Schedule 


New York, Dec. 22—Firestone Plastics Co., division of Firestone 
Tire & Rubber Co., will take full-color pages in Better Homes & Gar- 
dens, Good Housekeeping and Ladies’ Home Journal, March through 
June, to introduce Rambler and other embossed Velon texture patterns, 
as well as a new type of finish and coloring called Overtoning. The 
campaign will be supplemented by an all-inclusive trade and mer- 
chandising promotion for the upholstery fabric, through Grey Ad- 


vertising. 


Chadbourn Hosiery to Use ‘Life’ in New Drive 

New York, Dec. 22—Chadbourn Hosiery Mills, Charlotte, N. C., will 
kick off a new campaign with a four-color page in Life, March 5. This 
will be followed by insertions in other consumer magazines and busi- 
ness papers, still unscheduled, plus dealer promotions. Amos Parrish 
& Co. recently acquired the Chadbourn account from Bennett-Evans, 


Charlotte, N. C. 


Pal, Personna Blades Name Kushell Ad Director 


New York, Dec. 22—M. G. Kushell, formerly advertising and sales 
promotion manager for Pal and Personna Blade Co., has been ap- 
pointed director of advertising and general merchandising manager. 

(Additional News Flashes on Page 35) 
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Cuicaco, Dec. 22—The Federal 
Communications Commission and 
Columbia Broadcasting System to- 
day won a round from Radio Corp. 
of America in the fight over color. 
television, but the FCC’s legal vin- 
dication had the appearance of a 
Pyrrhic victory. 

In a majority decision, a three- 
judge federal court granted FCC’s 
motion for a summary judgment 
and said that most of RCA’s argu- 
ments were immaterial. But the 
court also extended the temporary 
order (AA, Nov. 20) restraining 
commercial CBS color telecasts 
“until April 1, 1951, or until ter- 
minated by the Supreme Court.” 

The FCC was pleased at the out- 
come of the case and the fact that 
the judges permitted the litigation 
to go directly to the Supreme 
Court rather than holding lengthy 
hearings in order to reach a de- 
cision which then would be ap- 
pealed. 


s A spokesman for the commission 
said that the decision “clearly 
settled the question of whether the 
commission had exceeded its au- 
thority and acted capriciously. The 
commission is confident that the 
restraining order will be dissolved 
and that the decision will be sus- 
tained by the Supreme Court, thus 
ending the controversy.” 

The FCC did not disclose the 
procedure it will employ in seek- 
ing to have the restraining order 
dissolved, however. 

Despite the possibility that both 
parties might appeal the same de- 
cision, both CBS and RCA claimed 


.| that the decision vindicated their 


respective attitudes. 


= Frank Stanton, president of 
CBS, said: “This is a great vic- 
tory. The commission’s adoption 
of the CBS system as the best and 
most practical means of bringing 
color television to the public has 
been completely upheld. There is 
no question in our minds that the 
Supreme Court will uphold the 
commission order if RCA insists 
on carrying its case further. In 
any event, we are assured that the 
matter will finally be disposed of 
within a few months.” 

RCA’s executive office in New 
York distributed a statement which 
read: “By staying the execution of 
the order until it has been sub- 
jected to further review by the 
U. S. Supreme Court, the court has 
clearly indicated its awareness of 
the great public interest at stake. .. 

“We will, of course, appeal the 
decision, confident that the Su- 
preme Court will recognize that the 
public should not be denied com- 
patible color television.” 


ws Benjamin Abrams, president of 
Emerson Radio & Phonograph 
Corp., one of six intervenors on the 
side of RCA, told AA that he had 
“hoped the decision would be in 
favor of the compatible system, but 
I am not surprised at the ruling. 
In any event, it doesn’t speed up 
the production of color sets, since 


(Continued on Page 35) 
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Siragusa Says CBS Offered Color TV 
Rights for $3,000,000; CBS Says No 


Admiral Corp. Chief 
Predicts 30” TV Tube 
Will Become Standard 


Cuicaco, Dec. 20—Columbia 
Broadcasting System’s President 
Frank Stanton last year “offered 
to sell Admiral Corp. its color sys- 
tem, lock, stock and barrel for $3,- 
000,000,” according to Ross D. Sir- 
agusa, president and board chair- 
man of Admiral. 

Speaking at a meeting of the In- 
vestment Analysts Club here to- 
day, Mr. Siragusa said that “we 
turned that offer down flatly be- 
cause we did not then think it 
was the answer to color for TV 
and we have seen nothing since to 
change our opinion.” 

In New York, CBS President 
Stanton denied that CBS had of- 


fered to sell its color television 
system to Admiral. 

Mr. Stanton declared that “after 
reading advance publicity on the 
Siragusa talk, I phoned him to say 
I had never made Admiral such 
an offer. He contended that during 
the spring of 1949 I had made the 
offer to him personally. 


a “I advised Mr. Siragusa,” Mr. 
Stanton continued, “that I was in 
Europe at the time he said I made 
the offer. Moreover, I had no con- 
versation, meeting or correspond- 
ence with Mr. Siragusa on any 
subject during 1949, and I have 
never made any offer to him on 
color television at any time. Ac- 
cordingly, if Siragusa makes a 
statement about my offer...it is 
false.” 


In reply to Mr. Stanton’s denial | 


that he had offered to sell CBS 
color, Mr. Siragusa declared: 
“Shortly before a medical demon- 
stration in Atlantic City early in 
June, 1949, Admiral became con- 
cerned over a color TV demon- 
stration sponsored by Smith, Kline 
& French, a medical supply house. 
I telephoned CBS in New York and 
asked for William Paley. He was 
unavailable and I asked for Frank 
Stanton. 

“After our discussion concerning 
the experiments,” Mr. Siragusa 
continued, “Mr. Stanton § said: 
‘Why don’t you, or you with some 
other manufacturers, bail us out of 
this color development?’ CBS, he 
[Stanton] said, were not manu- 
facturers and were willing to dis- 
pose of it [CBS color]. 

“Mr. Stanton estimated that CBS 
had $3,000,000 invested in the sys- 
tem. When he indicated that the 
purchase price would necessarily 
represent the amount of the invest- 
ment, our discussion ended. 

“On the telephone yesterday Mr. 
Stanton disclaimed knowledge of 
the conversation and I advised him 
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To wrap up 
The Big St. Louis market 
(America’s 9th largest). 


Cut the 
“Knotty” problem 
Of selling costs 


With substantial advertising schedules 


In the St. Louis Star-Times. 


180,000 responsive . 
Star-Times reader families 
Give you the essential 

Low cost PULLING POWER. 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


Advertising Age, December 25, 1959 ; ; 


Trendex Network TV Ratings 


Dec. 1-7, 1950 
Texaco Star Theater (NBC) .............. 59.9; Mama (Maxwell House, CBS) ........... 38.3 
Philco Playhouse (NBC) ................ 47.7 | Man Against Crime (Camel, CBS) ........ 34.0 
Godfrey's Talent Scouts (Lipton, CBS) ....47.5 Big Town (Lever, CBS) ................ 33.4 
Fireside Theater (P&G, NBC) ............ 43.9 Show of Shows (Several sponsors, NBC) ....32.9 
Comedy Hour (Colgate, NBC) ........... 42.7 Lucky Strike Theater (NBC) .............. 32.9 


Sponsor Identification 
October-November, 1950 
Corre Wrong Don't Know 
Godfrey's Talent Scouts (Lipton, CBS) .......... 94.7 0.0 5.3 
Toast of the Town (Lincoln-Mercury, CBS) ........ 90.3 0.8 8.9 
i it ( 2 ener Tr 87.2 0.7 12.1 
kh, Kh RO Beene 86.5 2.0 1L5 
Wee Geer TOU QUOD ewes cc icccevcowse 86.4 2.1 1L5 


that if he did not talk with me, 
someone who claimed to be Frank 
Stanton did. 

“We keep no documentary rec- 
ord of telephone conversations,” 
declared Mr. Siragusa, “and as far 
as we are concerned, the matter is 
closed.” 

In his speech before the Invest- 
ment Analysts Club, Mr. Siragusa 
also forecast that 27” to 30” rec- 
tangular television tubes will be 
the standard for home receivers. 


a “Seven and 10” screens, which 
were standard two years ago, are 
obsolete today,” said Mr. Siragusa. 
“The big sellers now are the 16” 
and 17” screens, and sets are be- 
ing made up to 20”. Still larger 
sizes are coming. 

“Five years from now I expect 
27” to 30” rectangular tubes will 
be the standard. The 30” rectangu- 
lar tube will give a picture area 
approximately 19x25”, or twice the 
area of the present 19” circular 
tube. Scientific development of the 
30” tube will make this possible 
with cabinets not much larger than 
those required for the 19” round 
tube today,” he predicted. 


He added, however, that “I only 
wish I could feel as confident about 
the immediate future as I do about 
the long-term outlook” for the TV 
industry. The rearmament pro- 
gram probably will require more 
than 25% of the industry’s capacity 
within the next six to 12 months, 
Mr. Siragusa said. 

Had it not been for war require- 
ments, the industry could and 
would have produced 8,000,000 
sets in 1951. “Because of the war 
situation, however, the very top 
production possibility now appears 
to be 5,000,000 units. It is quite 
possible, too,” he warned, “that 
we will not get the necessary raw 
materials to make even that many.” 


a Mr. Siragusa admitted that be- 
cause of the “almost explosive 
growth” of the TV industry, tele- 
vision has acquired a boom aura 
which misleads many conserva- 
tive people into thinking that there 
is something unsound about TV. 
“A more correct appraisal, I be- 
lieve,” he said, “is that television 
is the most wanted product to be 
offered the American public since 


(Continued on Page 37) 
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“This is the plant 


that supplies the 


Growing Greensboro Market!" 


YOU CAN HAVE BIG SALES, TOO, in North Carolina—the 
South’s leading state!. With 1/6 of the state’s population, the 
Greensboro 12-County ABC Area accounts for 1/5 of all re- 


tail and food sales*. . 


er population within a 50-mile 


eastern city—and is one of the most important distribution 
.. You can get coverage and pene- 
tration of this market with the GREENSBORO NEWS and 


centers of the South**. . 


RECORD.... 


The only medium with 70% coverage in the Greensboro 12-County 
ABC Area, and selling influence in over half of North Carolina! 


*Sales Management 


Greensboro ait 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 


.. And here’s further proof of consumer 
concentration in this booming market: Greensboro has a great- 


**Federal Reserve Bank of Richmond 


radius than any other South- 
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1950 


a 


As ee | 


Favored by retailers because it meets 


today’s changed retail conditions— 


To MEET today’s changes in re- 
tailing modern advertising must 
work to build, not just a dealer 
franchise, but a consumer fran- 
chise—enjoyment of an impor- 


tant share of the day-in and 


day-out repeat buying by con- 
sumers, relatively undisturbed 
by competition. 

Retailers cannot be expected 
to push a line because a smatter- 
ing of advertising is placed be- 
hind it. What they want to stock 
and push is what their customers 
want to buy. 

Selling the retailer more than 
ever calls for selling his custom- 
ers outside the store—in the 


home. From its study of adver- 
tising and selling in Chicago the 
Chicago Tribune has developed 
a sound procedure that can pro- 
duce greater sales and a stronger 
market position for your brand. 
Through it you can cash in on 
the increasing trend to fewer 
brands per line per store and the 
greater reliance by retailers on 
self-service. It is based on the 
retailer’s own need for higher 
volume and faster turnover in 
order to meet his rising costs. 
Highly productive in Chicago, 
the plan can be used in any mar- 
ket. It results in larger orders 
and savings in deliveries. It gives 


The World's Greatest Newspaper 


Tae Crcaco TRIBUNE 
(NSUMER-FRANCHISE PLAN! 


you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices or 
special discounts. It is a method 
that will interest executives who 
bear the responsibility of getting 
immediate sales and those con- 
cerned with long range planning 
to assure continued company 
success. 

If you want high annual vol- 
ume and a solid base for future 
expansion, you will want to get 
the details of this consumer- 
franchise plan. A Tribune repre- 
sentative will be glad to tell you 
how you can apply it in your 
business. Ask him to call. 


HICAGO LRIBUNE 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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Shipline Names Caples Co. 


Union-Castle Mail Steamship 
Co., London, has appointed Caples 
Co., New York, as its first U. S. 
advertising representative. The 
Cunard Steam-Ship Co. Ltd. is 
general agent for Union-Castle in 
this country. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Hare Ferrill & Company 
11 E.WALTON PLACE - CHICAGO 11 


Bendix Appliances 
Acquired by Avco; 
No Selling Changes 


(Continued from Page 1) 
manufacturer of home appliances, 
radio and farm equipment, with 
its purchase of the Crosley Corp., 
New Idea Farm Equipment Co. 
and American Central Corp. 

Through its subsidiary, Crosley 
Broadcasting Corp., it operates ra- 
dio and television stations-in Cin- 
cinnati, Dayton, Columbus and 
New York. 


Benton & Bowles handles the ad- 
vertising for the parent company. 
Some business paper advertising 
may be used to announce the 
change, AA was told, but nothing 


elaborate is planned. Tatham- 
Laird, Chicago, is the Bendix 
agency. 


Lamont, Corliss Names Two 
Lamont, Corliss & Co. New 
York, has named H. R. Barry, for- 
merly product sales manager for 
Nestle chocolate bars, as sales pro- 
motion manager. Alistair Semple, 
formerly assistant to Mr. Barry, 
has been named to succeed him as 
Nestle product sales manager. 


Advertising Age, December 25, 1950 


| NBC Reportedly Signing 
Miss Truman for AM, TV 


National Broadcasting Co., New 
York, reportedly was nearing the 
| signing stage on a long-term ex- 
|clusive radio-TV contract with 
Margaret Truman as ADVERTISING 
AGE went to press. It is said that 
Miss Truman will be paid approx- 
imately $4,000 for each perform- 
ance under the terms of the agree- 
ment. 

The President’s daughter made 
her TV debut on CBS’ “Toast of 
the Town” and guested recently on 
NBC-AM’s “Big Show.” She will 
make a return appearance on 
| “Toast of the Town” in January. 


in Canada you can buy 


1951 markets 


at 1939 rates 


LIL11)> buy aif or any part of the Canadian market which 


TH 2 


|. H. MACDONALD 


....has added two and a half million more 


customers since 1939. 


....» has increased its yearly income by some eight 


and a half billion dollars — up three times over its 


1939 income. 


per thousand prospects than in 1939! 


While Canadian population was increasing 23%, Canadian 
Daily Newspaper circulation has jumped by 50% since 1939. 


yet pay no more for your Canadian advertising 


Current circulation, at 3,551,589, is equivalent to a copy 
daily for every Canadian family. 


In view of the fact that Canadians now have a national in- 
come three times as great, it is notable that the milline rate 
of $2.88 for Canadian Daily Newspapers today is un- 


General Manager 


55 University Ave., 
Toronto, Canada. 


Canadian 


changed from the milline rate for 1939! 


Where can you duplicate the performance of the Canadian 
Daily Newspapers—from any viewpoint? 


government to close down trans- 


| inadequate in the light of modern 


Miller Elected Head 
of ‘Better Living’ 


NEw York, Dec. 19—Edward W. 
Miller, who for many years headed 
his own public relations company 
working with food merchandisers, 
has been named 
president and 
publisher of Bet- 
ter Living, new 
consumer maga- 
zine backed by 
the McCall Corp. 

John E. Smith, 
previously vice- 
president of the 
McCall Corp. and 
advertising direc- 
tor of McCall’s, 
was named exec- 
utive vice-president of Better 
Living, and Roy Wright, formerly 
of This Week Magazine, was named 
vice-president and director of ad- 
vertising. 

Better Living will be distributed 
nationally through supermarkets 


E. W. Miller 


a PORT hv SS A 


John Smith Roy Wright 


that are members of the Super 
Market Institute. The idea for the 
publication of the magazine was 
conceived by Mr. Miller in cooper- 
ation with the McCall Corp., the 
institute and Dillon, Read & Co., 
investment banker. 

Donald Kerr, formerly with Cur- 
tis Publishing Co. in the food mer- 
chandising division, has been ap- 
pointed to the newly created post 
of vice-president and director of 
trade relations for Better Living. 
Kenneth Telfer, formerly with Col- 
lier’s, has been named eastern ad- 
vertising manager, and O. R. Whit- 
aker, previously with Good House- 
keeping, has been appointed west- 
ern advertising manager of the 
new consumer magazine. 


OO 


Defense Department 
Seeks Authority 


to Silence Radio 


WASHINGTON, Dec. 20—Legisla- 
tion strengthening the President’s 
authority to silence all radio trans- 
mitters in periods of emergency 
was forwarded to Congress by the 
Department of Defense today, with 
an appeal for immediate secret 
hearings. 

Purpose of the legislation is to 
assure ample legal power for the 


mitters in order to deprive poten- 
tial enemies of their use to “home” 
aircraft or guided missiles to tar- 
gets in the U. S. 

Similar authority contained in 
the Communications Act of 1934 is 


developments, the Defense Depart- 
ment said. 


Rogers Bros. Buys Show 


International Silver Co., Meri- 
den, Conn., will return to as 
sponsor of a twice weekly 15-min- 
ute show starring yy Furness 
over WJZ-TV, New York, starting 
Jan. 2. Time for 1847 Rogers Bros. 


DAILY NEWSPAPERS 


Association 


_ IMPACT: No other me- 
dium gives you such sat- 
uration—such elasticity. 


show was bought through Young 
& Rubicam. 


SCOPE: Take all or 
any part of any mar- 
ket. It's tailor-made. 


PACE: Frequency of 
impact on a daily basis 
if and when needed. 


TIMING: Break fast, change 
fast—gear your advertising 
to local market selling. 


THE LETTER 


irborn St., 


. me 
SHOP, Inc. 


Chicago 5.1}line: 


431 5. 3D 
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PHOTOGRAPHY. Animated, still life, mechanical, DISPLAYS. Kling display designers are not only 
and food, in color or black and white by experts. artists but soundly grounded merchandising men 
Room settings, a completely equipped kitchen, as well .. . can handle the complete job from idea 
and stylists are a few of the other services. conception to distribution of the finished display. 


ADVERTISING AND EDITORIAL ART. The largest 
staff of nationally-known artists anywhere is at 
Kling Studios. Every type of work from line 
drawings to full color oil paintings is available. 


TELEVISION. Nowhere else in the Mid-West are SLIDE FILMS. Sales training and promotion films 
the television facilities that Kling’s have. Pack- | expertly produced and planned by a staff who 
age shows or commercials originated for you or have had years of experience in this field. Esti- 
developed from your ideas in all techniques. mates furnished in either color or black & white. 


MOTION PICTURES. Documeniary and sales train- 
ing films by experienced personnel working with 
the finest physical equipment available including 
mobile units for shooting on location. 


KELEINIG studios 


CHICAGO: 60! N. FAIRBANKS COURT «+ DE 7-0400 
NEW YORK: 51 EAST SIST STREET +© EL 5-7336 
DETROIT: 1928 GUARDIAN BUILDING + WO 1-2500 
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Abbott & Costello on 
Colgate TV Show; 
Allen to Take Rest 


New York, Dec. 21—After a 
four-round bout with television, 
Fred Allen is quitting the medium, 
temporarily at least. A NBC press 
release attributed the move to 
illness. Last Sunday was his “final” 
show. 

Iliness was the reason given 
when the caustic Mr. Allen “re- 
tired” from radio a year and a 
half ago, after being bested in a 
rating battle with ABC’s “Stop 
the Music.” The comedian is ex- 
pected to return to TV later, per- 
haps next year, after a long rest. 


Mr. Allen was one of the alter- 
nating stars on Colgate-Palmolive- 
Peet’s “Comedy Hour,” the Sunday 
night NBC extravaganza, which 
plays opposite CBS’ “Toast of the 
Town.” His press notices were 
more bad than good, but many 
critics blamed the format of the 
show rather than the entertainer. 


When and if the baggy-eyed wit! 


returns to TV, he is expected to 
be presented in a much more in- 
formal manner—in a 30-minute 
program with less trimmings and 
more ad-libbing. 


a Abbott & Costello have been set 
for two appearances on the “Come- 
dy Hour,” the first Jan. 7 as a 
fill-in for Dean Martin and Jerry 
Lewis, now busy with film making 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY ] 


ADMINISTRATION® 


in Hollywood. A permanent re- 
| placement has not been decided on 
| for Mr. Allen; Abbott & Costello 
|may get the job. Jerry Lester of 
| Anchor-Hocking’s “Open House” 
also is in the running. 

Eddie Cantor, who, like Mr. 
Allen, plunged into video after 
voluntarily leaving radio, remains 
a regular on the program, appear- 
|ing once a month. Colgate’s “Come- 
dy Hour” is scheduled three times 
monthly through Ted Bates & Co. 
The fourth Sunday is taken over 
by Frigidaire division of General 
Motors, which sponsors Bob Hope 
one month and Bobby Clark the 
| next. 


Plans Institutional Series 


Continental Can Co., New York, 
will launch a series of institutional 
ads emphasizing its leadership in 
packaging with 13 bleed spreads 
starting March 5 in Time, March 
10 in Business Week and in the 
March issue of Fortune. The 
spreads will run on a staggered 
schedule through February, 1952. 
Batten, Barton, Durstine & Osborn 


is the agency. 


Advertising Age, December 25, 1950 


Lux, Victor Score 
High in ‘Montreal 
Star’ ARF Study 


New York, Dec. 20—A 795-line 
display for Lux toilet soap topped 
the women’s list of highest scoring 
national advertisements, with a 
score of 16%, while men gave top 
attention in the national field to 
a 1,100-line ad for RCA Victor 
radio, with a 13% score, in the 
Advertising Research Foundation’s 
study of the Sept. 27 issue of the 
Montreal Daily Star. The study is 
No. 139 of the foundation’s Con- 
tinuing Study of Newspaper Read- 
ing, and marks the second time 
that the Canadian newspaper has 
been surveyed. 

Four local ads in the surveyed 
paper attracted such high attention 
that they rank among the ten high- 
est measured to date in their 
respective categories. Two of the 
ads ranked among the leaders on 
the basis of readership per cent 
scores, while the other two at- 


ility— 
v ortaeeed combination? 
coverage 


r 


_— ; an | = = TT 


. 


= 


oF. 


qe ar eaten 
‘4m 


Mond there's no supplement like 


seeneteconne gage 


Twelve weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value. 


° TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY 


e *Make us prove it! Contact any of the following representatives: 
Branham Co., Cresmer and Woodward, Jann & Kelly, John Budd Co., 
Kelly-Smith Co., O'Mara & 


horizon . . 


Ormsbee, Osborn, Scolaro, Meeker & Scott. 


¢\\ the Locally-Edited Mag 


Reading the Sunday paper completely and leisurely has 
become a national Sunday habit. In ten short years 
Sunday newspaper circulations have surged from 31 
million to an astonishing 47 million! It is the most 
powerful selling force in advertising today. 


Pomerat 


zines ! 


With this increased importance of Sunday newspapers, 
a new galaxy in the media field has come over the 

. the Sunday Supplement. The brightest 

star in the Sunday Supplement field is the rapidly 
expanding group of Locally-Edited Magazines. 

Each magazine is edited in the local market itself 

by its own local editorial staff. Each magazine 
features local happenings and local folk. 


Continuing readership studies show that the extra 
effort of local editing pays off.* 


° . 
* 
. 
a 
- 
e 

COLUMBIA STATE 
COLUMBUS DISPATCH e 
SAN ANTONIO EXPRESS e 
ST. LOUIS GLOBE-DEMOCRAT 
SALT LAKE CITY DESERET NEWS . 


ATLANTA JOURNAL AND CONSTITUTION , 
NEW ORLEANS TIMES-PICAYUNE-STATES 
LOUISVILLE COURIER-JOURNAL ° 
THE NASHVILLE TENNESSEAN 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR bd 
NEWARK NEWS 


tained all-study honors for their 
size-equalizing index ratings, 
which take into consideration the 
size of an ad as well as its per 
cent score. 


a The surveyed issue of the Mont- 
real Daily Star carried 29,921 lines 
of national advertising, 42,694 lines 
of local, 2,660 of amusement, 15,- 
868 of classified and 1,202 of pro- 
motion advertising. 

A 339-line ad for Rotary watches 
plaeed second on the men’s list of 
highest scoring national ads. A 
large picture of a man’s watch ex- 
tended diagonally across the ad. 
The display was noted by 8% of 
the men. 

Based on the size-equalizing in- 
dex, the Rotary watch display was 
the top national ad among men. 
First place national ad with women 
in this category was a 170-line 
display for Kleenex. Both obtained 
index ratings of 24. 


@ Second on the women’s list in 
percentage rating was a 980-line 
ad for Winchester cigarets, with a 
score of 15%. It placed third with 
men at 7%. In third piace on the 
women’s list was a 992-line ad for 
Duz, at which 15% of the women 
looked and remembered. 

An institutional ad of the Alu- 
minum Co. of Canada_ shared 
fourth-place honors on the men’s 
list with the Lux toilet soap dis- 
play. A 1,000-line ad for Ogilvie 
cake mixes and a 700-line display 
for Dominion linoleum and Marbo- 
leum were tied for fourth place on 
the women’s list, each with a score 
of 12%. 

A full-page ad of Henry Morgan 
& Co. ranked first on the women’s 
list at 83%, and a seven-column ad 
of Jas. A. Ogilvy’s Ltd. won first 
place among men in the depart- 
ment store field, with a 29% rat- 
ing. 


B&B Appoints Hobler 

Atherton W. Hobler has been 
elected chairman of the board of 
directors of Benton & Bowles, suc- 
ceeding Clarence B. Goshorn, who 
drowned recently while on a 
yachting trip in the Bahamas (AA, 
Dec. 18). Mr. Hobler also will 
continue as chairman of the agen- 
cy’s executive committee. 


Vanderpoel to ‘Sun-Times’ 


Robert P. Vanderpoel, formerly 
financial editor of the Chicago 
Herald-American, will join the 
financial staff of the Chicago Sun- 
Times on Jan. 1. 


Appointed by Philco 


Jack Cherry has been appointed to 
the newly created post of sales man- 
ager of air conditioning and freezers 
by the Phileo Corporation, Philadel- 
phia, manufacturers of radios, televi- 
sion sets and appliances. He is one of 
261,580 daily Wall Street Journal read- 
ers from coast-to-coast. To reach men 
who are stepping up in business, ad- 
vertise in America’s Only National 
Business Daily. 

(Advertisement) 
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What do we-call our baby? It’s the new Modern 
Family Section. And our baby is unique. It’s the 
only family section edited just for young married 
women with small children — 12 full pages of ex- 
citing information every month. 


When you consider that 34 of Modern Romances 
readers have children at home, yet the median 
reader age is a young 23, you can understand how 
welcome this section is, how carefully it will be read. 


Since they are novices at baby-rearing, these young 
women are looking for advice on how to bring up 


their children. Since they’re new at home-making, 
too, they also want guidance on what to buy. And 
they'll be buying hundreds of things for their homes, 
their growing families in the next few years. 


What better place to sell home products than in the 
magazine edited for these young women — the 
youngest married market of them all! In fact, 
advertisers have already recognized this market. 
Modern Romances has already run 17% more food 
and home products ad linage in the first 9 months 
of ’50 than in 1949, 


Get the whole story from 


romances 


Married-Women Audience 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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GE Names Cordiner President 


Ralph J. Cordiner, executive 
vice-president and a director of 
General Electric Co., Schenectady, 
N. Y., has been elected president. 
He succeeds Charles E. Wilson, 
who has been named chairman of 
the new Defense Mobilization 
Board. Mr. Cordiner has been with 
the company for 24 years. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Divieion of 


Artcraty® Corporation 
900 Kibby St. Lime, USA 


__ eer mp sere ce ___ 


Hooper Reports on Hooper: 
‘Business Is Better’ 


In a year-end statement, C. E. 
Hooper, New York, reports that 
“business is better for us right now 
than it has been for two years.” 
The radio-TV researcher added, 
“We are in 100 markets again this 
year.” 

Agencies which have recently 
subscribed to the expanded Hoop- 
erating service include Maxon 
Inc., Leo Burnett Co., William Esty 
& Co. and Foote, Cone & Belding, 


Layne to Waterston & Fried 


Stan D. Layne, formerly with 
Sycamore Inc., has joined Water- 
ston & Fried, New York, as pro- 
duction manager. 


8x10 genuine glossy photos 


in quantities 
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Consumer Goods 
Outlook for ‘51 
Is Unpredictable 


(Continued from Page 1) 
Wilson, the period of soft govern- 


ment controls will be coming to an | 


end. In the immediate future, there 
will be orders stopping the produc- 
tion of non-essential items using 
tin, aluminum, copper and other 
scarce items. Comprehensive con- 
trol of steel is not far off. 


w Here’s a capsule summary of 
what to anticipate: 

1. Reduced production of dur- 
ables. Eventually, production lines 
will be near or below “break even” 
levels. Soon manufacturers will be 
debating the problem: 

“Shall we continue token pro- 
duction, to keep our name before 
the public? 

“Shall we go along with a ‘vic- 
tory model’ to be produced at a 
single plant? 


Advertising Age, December 25, 1950 


“Shall we recommend a com- 
plete production holiday for our 
industry?” 

2. A soft goods boom. With dur- 
ables unavailable, consumers will 
have funds for extra suits, extra 
shirts. 

Full employment, and full pay 
envelopes. Young, productive 
| workers will disappear into mili- 
tary service. Older workers will be 
| at a premium. 

3. Painful government controls. 
Everything in the arsenal—credit 
control, wage and price control, 
high taxes—to neutralize buying 
power and hold a price line. 

Next year will not be a 1944. But 
a year from now, we will be well 
on the way. 


Young Names Coon A. M. 

David V. Coon has been named 
advertising manager of Young Ra- 
'diator Co., Racine, Wis., manu- 
facturer of heat transfer products. 
He has been with the company for 
six years serving as assistant ad- 
vertising manager, editor and staff 
photographer. 


... Catefully sow your ‘sales seed’ 
in the rich ‘soil’ of South Dakota's 
responsive markets, rutal and urban, 
locally-managed...locally-edited 
South Dakota Dailies assure phe- 
nomenally high ‘germination’... 
local tie-in ‘cultivation’ is aggres- 
sively promoted by local personnel 


... Chorough, complete merchandising assistance assures 
the same bountiful ‘harvest’ presently enjoyed by 
national advertisers in the South Dakota Dailies. 

No out-of-state paper, no other media, Is as 
close to the ‘soil’...tends it as considerately 
and protitably as the South Dakota Dailies. 
And ONLY the South Dakota Dailies have 
complete, planned, productive follow-thru 


that covers both rural and urban markets! 


AILIES Comprise Six Locally Man- 


aged and Locally Edited Newspapers Serving The Six 
Primary Markets of South Dakota...Rural and Urban. 


FOR COMPLETE, HELPFUL INFORMATION WRITE TODAY! 
SOUTH DAKOTA DAILIES 


BOX 1278 


HURON, SOUTH DAKOTA 


‘Check,’ Latest 
Pocket Publication, 
to Appear Jan. 3 


PHILADELPHIA, Dec. 20—The 
newest addition to the digest type 
of periodical is a slick-paper, pock- 
et-size publication called “Check,” 
which will make its appearance na- 
tionally on newstands on Jan. 3. 

“Check” will sell for 25¢. It will 
carry no advertising and the first 
press run will be 200,000. Initial 
promotional efforts will go to- 
ward newsstand sales, with home 
circulation to follow. National ad- 
vertising, supplemented by radio 
spots and a television test, will 
launch it advertising-wise. 


a The company publishing the new 
magazine is known as the Eastern 
Publishing Co., with offices in sub- 
urban Jenkintown. The publisher 
is Richard T. Hale, 33-year-old 
Yale graduate who launched an 
unsuccessful book reprint venture 
several years ago. 

Editors are William H. Kofoed, 
formerly of Farrell Publications; 
Orlin Tremaine, formerly of Mac- 
fadden Publications; George A. 
Mills, formerly of International 
Digest; Louis P. Nachod, formerly 
of Gourmet, and Dwight F. Davis 
Jr., formerly of the Southerner. 
Arnold Haft, art director, and 
Mary Anne Guitar, managing edi- 
tor of Liberty, are acting in a con- 
sulting capacity. 

Editorial policy will be toward 
newsy topics and away from fic- 
tion entirely, with great stress on 
photographic illustration. 


ws On promotion, great emphasis is 
being laid on national and regional 
publicity. Half-column space, 
scheduled to break the week of 
Jan. 3, has been taken through 
Gray & Rogers, Philadelphia, in 
The New Yorker, Saturday Review 
of Literature and Time. One-min- 
ute spots for five days are sched- 
uled on major stations in this city, 
New York, Chicago, Los Angeles, 
San Francisco and Boston. Station 
breaks on television stations 
WEWS and WXEL in Cleveland 
are being tested for five days. In 
addition, a classified ad under 
“Collector’s Item” heading is be- 
ing taken in The American Week- 
ly. 
The entire schedule will be re- 
peated for the April issue, which 
will appear early in February. If 
the television test proves success- 
ful, it will be expanded to other 
major markets in February. 


Radio-TV Group Predicts 
50% Cutback in TV Sets 


Radio-Television Manufacturers 
Assn., Washington, this week pre- 
dicted TV receiver production will 
be cut back 50% by the middle of 
1951—a somewhat higher predic- 
tion than previous estimates. 

This reappraisal of the produc- 
tion outlook for the video industry 
followed news of the awarding of 
$5 billion in contracts for electron- 
ic equipment for the armed forces 
in 1951. Manufacturers turned out 
7,250,000 TV sets and 13,750,000 
radios in 1950. 


Edwards Agency Moves 

Edwards Agency, Los Angeles, 
is moving to larger offices at 435 
S. La Cienega Blvd. 
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ERTISERS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS ANB RATES 


EMPLOYERS REINSURANCE 
CORPORATION 
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“Outdoor posters pin-point Kingan’s advertising where we want the 
coverage. And it’s three-way coverage . . . of consumers, retailers, and 


our sales representatives.” ?) 


€, 
~ 


J. W. McELLIGOTT 
Vice President, Sales and Advertising 
KINGAN & CO. 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 


SLAYTON & COMPANY ° THE HARRY H. PACKER COMPANY e BORK POSTER SERVICE 


consumers... SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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Buckner Leaves Textron 


Lowell R. Buckner, director of 
sales of Textron Inc., New York, 
has resigned effective Jan. 1, 1951. 
He has been associated with Tex- 
tron and its predecessor companies 
for 23 years and has been director 
of sales since 1948. He said he will 
announce his future plans within 
the next few weeks. 


Hambleton Names C. K. Love 


Charles K. Love, former sales- 
man for Hambleton Terminal 
Corp., Buffalo, has been appointed 
sales manager. 


Write for booklet nce 


Campbell Soup to Sponsor 
Rebroadcasts of Show 


Campbell Soup Co., Camden, N. 
J., has signed to sponsor a repeat 
broadcast of its NBC show “Double 
or Nothing” on five stations of the 


show, heard on the West Coast 
from 11 to 11:30 a.m., Monday 
through Friday, will be repeated 
on the Don Lee stations from 1:30 
to 2 p.m. The company also spon- 
sors the original show. Ward 
Wheelock Co., Philadelphia, is the 
agency for Campbell. 


Rogel Names Bennett V. P. 


Max Rogel & Associates, New- 
ark, public relations, has named 


president. Mr. Bennett formerly 
was public relations director for 
| Grossinger’s Hotel and Country 
| Club, and was associated with Selz- 
nick - International Films and 
Eagle Lion Films in a publicity 


Don Lee Broadcasting System. The | 


George Bennett as executive vice- | 


Advertising Age, December 25, 1950 


Employe Communications 


How to Win Friends Among Your Workers 


e INDUSTRIAL psychologists, 
| plant counselors and others whose 
|job is to relieve the mental dis- 


genuine service in the increasingly 
complex pattern of industrial life. 
They are not always the preven- 
tives, but they are frequently the 
cure. Not professionally, but prac- 
tically, the sympathetic super- 
visor with a high regard for the 
delicacy of the human machine is 
contributing heavily to the same 
cause. 

Money, or the lack of it, lies be- 
hind the mental disturbances of 
many workers. The employe may 


| and promotion capacity. 


By Rosert NEwcoms and Marc SAMMONS 


| have overreached himself because 


he wanted a car he couldn’t af- 
| ford, or a television set he could, 


|tress of employes, are doing a have waited a while to buy. In his | 


ambition to stay abreast of the| 
Joneses, he may have managed his 
|finances badly. These situations, | 
| reflected in a man’s work attitude, | 
can be costly in more ways than 
one, not only to the employe but 
to the employer. 


e Our modern devices of employe 
| communication can and should be 
-useful in modifying such prob- 


lems, in keeping them from getting 
as great as they are. The monthly 


but Bee 


is a newspaper 


The busy collector of honey is completely oblivious of 
the question of lower case or capital letters. Not in- 
different, however, are the folks who put out news- 
papers named for Apis mellifera. 


For the same reason, we have a lively interest in the 
use of a capital initial for Coke, the friendly abbrevia- 
tion for Coca-Cola. Spelled with a lower case “‘c,”’ it 
means something entirely different. 


Coke and Coca-Cola are registered trade-marks which 


distinguish our product. 
the owner of a trade-mark to protect it diligently. That’s 


THE COCA-COLA COMPANY 


And good practice requires 


why we ask you always to spell Coke with a capital 
“C.” It’s as important to us as the use of a capital 
initial in the spelling of a newspaper’s name. 


Ask for it either way 
... both trade-marks 
mean the same thing. 


bee is an insect 


CU 


_ TRADE-MARK ® © 


“Coke © 


TRADE-MARK ® 


gst ere Ser ¥ 


magazine of Consolidated Edison 
Co., “Around the System,” has re- 
cently come up with a single page 
feature that could conceivably save 
a lot of Edison people a lot of 
headaches. It has to do with hous- 
ing, how much an employe should 


‘| pay for a house, how to go about 


arranging to buy one, and how to 
keep from going neck deep in fi- 
nancial trouble. 

Called “How to Buy a House,” 
the article may be dubbed an un- 
warranted editorial departure by 
those who believe the provinces of 
industrial editors are confined to 
in-plant personnel news. Editor 
Barbara Beach, however, takes the 
intelligent stand that a little help- 
ful guidance won’t hurt anybody. 
The article directs the reader to 
the home buyers’ consultation 
service in the Edison Savings and 
Loan, and urges employes to use it. 
The president of the association 
remarks, in a two-sentence state- 
ment refreshing for its candor: 
“We don’t claim to know every- 
thing on the subject, but if we 
don’t have it, we can get the an- 
swer to any home-buying question 
a System man or woman asks us. 
And fast, too.” 


e It is only a few years since in- 
dustry employes were deep in the 
clutches of the loan sharks, their 
wages earmarked for years at 
usurious interest rates. The veter- 
an personnel man has spent a sub- 
stantial portion of his working life 
trying to unscramble the financial 
troubles of employes who needed 
guidance but didn’t know where to 
find it. The situation is years from 
being corrected. And the company 
with its guttural threats of dis- 
missal for those saddled with 
garnishees has solved no prob- 
lems. 

The good employe communica- 
tions program embraces many of 
the factors that affect an employe’s 
personal life, and no employe re- 
sents an intrusion so long as it’s 
helpful. A copy of “Around the 
System,” which may be secured 
through the company’s publica- 
tion office at 4 Irving Pl., New 
York 3, may shed a little light on 
method. 


MacGregor Signs Ten 


MacGregor Transcription Co., 
Hollywood, Cal., has signed the 
following new contracts for its 
music library and dramatic shows: 
KATO, Reno; KENM, Portales, 
N. M.; KLCB, Libby, Mont.; KFDR, 
Grand Coulee, Wash.; KDLA, De- 
Ridder, La., and WKBS, Oyster 
Bay, Long Island. Two more sta- 
tions—KFRE, Fresno, Cal., and 
WBBM, Chicago—have taken “Ob- 
session” mystery show. WOC, 
Davenport, Ia., and WONW, De- 
fiance, O., have subscribed to 
“Hollywood Theater of Stars.” 


Starts Radio Campaign 


Brand & Millen Ltd. Long 
Branch, Ont., manufacturer in 
Canada of Crosley radio and tele- 
vision sets, has started a campaign 
for the new Crosley mantle radios 
in dailies from coast to coast. Point 
of sale material, folders and 
painted bulletins, plus trade pub- 
lications, also will be used. The 
drive will continue throughout the 
winter and spring. Tandy Advertis- 
ing Agency, Toronto, handles the 
account. 


Four Accounts to Bobley Co. 


Acme Mastercrafts Co., lamp 
and shade manufacturer, Diane 
Lampshade Co., Morlee Mfg. Co., 
shades, and Universal Brass Turn- 
ing Co., all of New York, have ap- 
pointed the Bobley Co., New York, 
to handle trade and direct mail 
promotion. All four companies 
formerly advertised direct. 


Appoints Hauptman Agency 


Swedish Metalcraft Inc., New 
York, silverplated holloware and 
flatware, stainless steel flatware 
and assorted metal giftware, has 
appointed H. W. Hauptman Co., 
New York, as its agency. Trade 
publications and direct mail will 
be used. 
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Sells Specialties 
Launches Six-Month 
Magazine Campaign 


New York, Dec. 19—Sell’s Spe- 

cialties Inc., which markets liver, 
*minced chicken and deviled ham 

spreads and other food products, 
will attempt to build national dis- 
tribution for its spreads via a six- 
month campaign in Good House- 
keeping, House Beautiful, Motor 
Boating and Town & Country. 

Half-page ads in all four maga- 
zines carry suggestions for serving 
the company’s products and fea- 
ture Sell’s name and labels to es- 
tablish store shelf recognition. 

Key to the distribution build- 
ing program is a special offer to 
readers in markets where the 
spreads are not available. The com- 
pany is offering a “party package” 
of the three spreads for $1 (and 
the name of a local grocer). 

New or prospective brokers will 
be supplied with the names of cus- 
tomers who have already tried’ the 
products. Dealers currently han- 
dling the line are protected, since 
the $1 price is well above the aver- 
age retail price for the three 
spreads. 

Dowd, Redfield & Johnstone is 
the agency. 


Schwartz Starts 
Expanded Drive 
for Boys’ Apparel 


PHILADELPHIA, Dec. 18—William 
Schwartz & Co. in January will 
launch its largest advertising pro- 
gram for Chips and Twigs boys’ 
apparel. 

A full-color ad will be used by 
the company for the first time in 
the New York Times Sunday Mag- 
azine. Space in other magazines 
will be increased considerably. 
Television spots also will be used. 

Publications scheduled are: Chi- 
cago Tribune, Child Life, Ladies’ 
Home Journal, Life, Look, New 
York Daily News, Parents’ Maga- 
zine, Philadelphia Inquirer and 
Today’s Woman. 


a Supplemental material includes 
a series of fabric promotional tie- 
ins, designed to teach consumers 
that children’s clothes are now 
standard and nationally accepted, 
and are not novelties. Dealers also 
will receive a 12-page newspaper 
mat book. 

Leonard F. Fellman & Associates 
here is the agency. 


Chicago Stagebill Inc. 
Elects James Egan Jr. 


James W. Egan Jr. has been 
elected chairman of the board of 
Chicago Stagebill Inc. a new 
corporation which, following the 
death this summer of Paul H. Fie- 
berg Jr., was formed to acquire the 
assets of Chicago Stagebill and 
Fieberg Press, printer. Mr. Egan, 
who will divide his time between 
Chicago and Toledo, also is chair- 
man of the board of Bowker & Co., 
public relations and advertising 
counsel, Laura W. Fieberg is presi- 
dent of the new corporation. 


Signs for ‘What's Cookin’ ’ 


Winston-Newell Co., Minneapo- 
lis, Super-Valu stores, has signed 
to sponsor the Monday, Tuesday 
and Thursday segments of “What’s 
Cookin’,” a cooking television pro- 
gram with home economist Bern- 
ice Hulin, over KSTP-TV, Twin 
Cities, Kuehn-Pearson Brokerage 

| Co. sponsors the Wednesday and 
Friday segments of the half-hour 
show. Nelson-Willis Inc., Minnea- 
polis, is the agency for Winston- 
| Newell. 


Appoints Ralph Roberts 


Ralph J. Roberts, formerly vice- 
president of Muzak Corp., New 
York, has been named assistant to 
the president of Pioneer Suspender 
Co., Darby, Pa. He also will be 

| director of advertising and promo- 
ion, 


Pacific Builder Moves 

Pacific Builder & Engineer Inc., 
Seattle, publisher of Pacific Build- 
er & Engineer, Construction News 
Bulletin and Daily Construction 
Reports, has moved to new of- 
fices at Third Ave. and Wall St. 


Appoints Houck & Co. 

Emerald Isle, Hotel, Miami 
Beach, has appointed Houck & Co. 
of Florida, Miami, as its agency. 
a hotel plans year-round opera- 
tion 


Hartnett Joins ‘Mercury’ 


Donald S. Hartnett, formerly in 
the circulation department of the 
News-Tribune, Waltham, Mass., 
has joined the ‘circulation and pro- 
motion department of the Daily 
Mercury, Medford, Mass. 


Christian Joins Marsteller 
Richard C. Christian, formerly 
market analyst of Rockwell Mfg. 
Co., Pittsburgh, has joined Mar- 
steller Co., Chicago consultant, as 
senior associate, effective Jan. 1 


WREN 


The Kight Spot 
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WEED ££ COMPANY 


"tit’s Just Too, Too Elemental!”’ 


“Prime stopper among the elements of an ad is good illustration,” says 
Ad Age’s report of studies among business papers by Advertising Research 
Foundation. . . . This just about makes it unanimous. . . . Substantially suc- 
cessful advertisers have been cashing in on this fact for years, as well as 
on its corollary—it takes an outstanding photo-engraver to preserve the 
basic elements of ‘‘good illustration” in several million printed reproduc- 
tions of fine art and photography. .. . That ROGERS is choice of a goodly 
number of these astute advertisers may offer a suggestion for you. 
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Master Craftsmen of Photo-Engraving 


CHICAGO 


Members of the 
PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE *# CAlumet 5-4137* CHICAGO 16 
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The Right to Use Advertising 


From time to time, there have been indications from Washington 
of a desire to keep a more careful watch on institutional and other 
advertising expenditures, particularly with relation to government 
contractors. 

Only a week ago, for example, the Air Materiel Command issued 
a memorandum “bluntly warning the aviation press and aviation 
advertisers that it is unwise to assume that the government will pick 
up the tab for institutional advertising.” 

Our own belief—and we hasten to add that it is merely a belief— 
is that advertising expenditures in the defense economy period will 
be more carefully scrutinized than they were during the last war, 
and that the use of advertising as a business tool may have to be more 
carefully defended before government auditors than was the case in 
the 1940s. 

Our own belief is, further, that there will be no unreasonable re- 
strictions on the use of advertising. The Advertising Council, and 
individual advertisers, have done too good a job of keeping the 
economy on a relatively even keel, and of carrying the load for pub- 
lic service and war-effort compaigns, for advertising to be seriously 
hampered. 

Our further belief is, that just as was the case during the war, a 
fair number of advertisers are going to misunderstand what some 
military or government official tells them, to the point where they 
manage to convince themselves that “we can’t advertise—the army 
(or the government) says we can’t.” 

So we should like to point out, as we have pointed out so many 
times in the past, that these statements (so far, at least) are simply 
not true. 

When the Air Materiel Command, for example, says that the gov- 
ernment won’t pick up the tab for institutional advertising, that does 
not mean that a contractor can’t advertise. It may mean that the gov- 
ernment will not allow the advertiser to include the costs of his 
advertising in allocating his over-all costs to government business. 
But government contracts permit the contractor to make.a business 
profit, and there is nothing to prevent the contractor from using some 
of this gross profit for advertising, and deducting the resultant ex- 
pense as he deducts any other normal business expense—as long as 
the. Treasury Department is satisfied that his advertising is ‘“reason- 
able.” 


An Interesting Second Half Century 


The second half of the twentieth century, starting Jan. 1 (and let’s 
have no arguments about whether it is or is not the beginning of the 
second half century) gives every promise of being at least as inter- 
esting, as exciting—and as unnerving and unpleasant—as the first 
half. 

Faced with a multiplicity of problems almost too staggering for the 
imagination, mankind can only console itself with the thought that 
whatever else the years may bring, they are not likely to bring dull- 
ness or boredom. 

In the business world, the outlook is equally good for constantly 
higher individual pressures, more back-breaking problems, more 
need for ingenuity, for decisive action, for quick adjustment to new 
and strange problems. 

To put it crudely, the next half century will probably pay a pre- 
mium on business judgment which is able to zig when zigging is 
called for, and equally able to zag when the situation calls for zagging. 
The big problem, of course, is to keep moving on the zig-zag course 
that all of us will have to follow—not to lose way in vacillation be- 
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—This Week Magazine 


“And so, after thirty years of faithful service—oh-oh, time for you to get back to 
your desk, | see.” 


What They're Saying 


Television in lowa 

A majority of Iowa adults— 
56%—have now seen television 
here in Iowa, the Iowa Poll finds. 
This is more than twice the num- 
ber who had seen a TV program 
in July, 1949. 
Of course, this increase was to 
be expected, since three television 
stations are now making regular 
broadcasts which can be received 
by Iowa homes. 
Among these Iowans who have 
seen television, half give favorable 
comments about the programs they 
have seen. One-third volunteered 
unfavorable comments. 
The survey shows that at the 
time they were questioned, 5% of 
Iowa families planned to buy a 
television set within the next six 
months. About 4% owned a tele- 
vision set at the time of the sur- 
vey (Nov. 1)... 
Iowans who do not plan to buy 
a TV set in the near future were 
asked: 
“What are some of the reasons 
why you have no interest in buy- 
ing a television set within the next 
six months?” 


INCOME GROUPS 
Total Upper Middle Low 
Too expensive, can’t afford 43% 17% 41% 64% 
Waiting for improvements 18 32 19 7 


Just not interested 17 146 M4 
Too far from station 
to receive 7 6 9 3 
Waiting for color 3 6 3 1 
—The Iowa Poll, published by the Des 
Moines Register and Tribune. 


The Emerging Target 

I do a fair amount of travelling 
around this country, and obviously 
have to talk to as many business 
men as possible. Although few of 
them state it explicitly, implicitly 
—or maybe the better word would 
be subconsciously—many of them 
have the wishful thought that the 
dire crises that face us today— 
fighting, taxes, arms for the free 
world—are a short-term nuisance, 
something that can and should be 
gotten over within a few years, 
and then we can get back to the 
basic business of this country, 
which is prosperity for all. 

This thinking was permissible 
so long as the danger manifested 
itself in Lake Success “upside- 
down talk,” or in the Berlin block- 
ade, or in the manifold forms of 
Moscow pressure and needling. 

But recently, the average citi- 
zen’s cloak of national frustration 
seems to be dropping and a na- 
tional target beginning to emerge. 
Very simply, the target is the elim- 


ination, the destruction, of world 


ommunism as a dynamic of con- 


quest. And in order to achieve that 
target we have and must continue 
to pledge our treasure, our men, 
and our arms, in whatever com- 
bination is appropriate to the oc- 
casion. That is the American na- 
tional fact—and there is the corol- 
lary fact that we are going to have 
to live with this fact for a long, 
long time. In other words, this is 
a new normalcy with which we are 
going to have to learn to live. 


—C. D. Jackson, publisher of Fortune, 
in talk to the Sales Executives Club 
of New York. 


The Truth Will Out 

If any of our readers or friends 
wonder why editors age beyond 
their years, we are going to let you 
in on a secret. 

In the Sheboygan Press of Dec. 
7 appeared an item in the news 
from Rocky Knoll reading like 
this: 

“A Sunday evening dinner was 
enjoyed by Florenz Garrigan, 
when he died at the home of his 
aunt and uncle, Mr. and Mrs. 
Charles Wagner of Plymouth.” 

The copy read “dined,” not 
“died,” but the linotype operator 
made the mistake and the proof- 
reader passed it up, and it was not 
noticed until called to our atten- 
tion. Of course, we were the last 
to hear about it, as is the usual 
case... 

This is rather late to make a 
retraction, but all those interested 
are still alive and kicking... 


—Editorial in the Sheboygan Press, 
Sheboygan, Wis. 


The Course to Take 

With the threat of an inflation 
bust hanging over our head—we 
have taken an eight-year lease on 
new offices almost double our 
present space and more than 
double our present rent. 

With the clouds of a third world 
war growing blacker—we have 
added to our staff and subsian- 
tially increased our payroll. 

We are prepared not only to 
render better service to present 
clients, but also to comfortably 
handle a substantial amount of 
additional business; and we expect 
to get that increase. 

What other attitude can any 
soundly established business take? 
On the record of 29 profitable 
years out of 31 years of opera- 
tion... why should we or any con- 
cern with a similar record sell this 
country short? 

—“Brief, Truth About Advertising,” 
house organ of Gallaway Associates, 
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Rough Proofs 


Now that Charles E. Wilson of 
General Electric is moving to 
Washington, maybe there will be 
less chance of his mail getting 
mixed up with that of Charles E, 
Wilson of General Motors. 


The Pillsbury bake-off at the 
Waldorf has become such an ex- 
citing contest that perhaps the 
event will be featured hereafter 
on the sports pages. 


Business Week says that in the 
good old days when celluloid col- 
lars and cuffs were popular, gen- 
tlemen were a fire hazard. But 
more important, they were also 
victims of stiff necks. 


“The rules of grammar do not 
determine how the language should 
be spoken or written,” says a book 
on semantics. 

That makes it a lot easier for 
writers of dialog for radio and 
television. 


Toys represent a $300,000,000 
business, reports Toys & Novelties, 
and at this season of the year 
every active substitute for Santa 
Claus is more than willing to be- 
lieve it. 


The Albany Times-Union is call- 
ing attention to important news- 
paper developments in northeast- 
ern New York state, but over- 
looked mentioning that the Dewey 
family will continue to be readers 
for at least four more years. 


The University of Alabama has 
been making a study of automo- 
bile radio listening, and of course 
carefully confined its statistics 
to “cars with radios in working 
order.” 


“Each magazine,” says the emi- 
nent Dr. Daniel Starch, “has its 
own type of market.” 

That’s what the magazine reps 
have been telling you all along. 


Donald Macauley is starting a 
new service to evaluate printing 
papers for specific jobs, and from 
the looks of things he may also 
be confronted with the task of 
finding the papers. 


Valley of the Sun Club’s news- 
paper ads for Phoenix run in the 
cold country when the tempera- 4 
ture is 25 degrees or less, plus# 
storm, and the old settlers predict 
there will be plenty of insertions 
this winter. 


_@ 

A letter from Jack Roestel of 
Chain-Belt was published with 
the caption, “Rita displays a cal- 
endar,” and of course readers were 
pleased to note how well Rita also 
displayed Rita. 


Ad plans for the Cigar Institute 
of America include 120 college‘ 
newspapers and magazines. Who 
will be the first coed to respond 
favorably to this new appeal of 


Lady Nicotine? 
Copy CuE 
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Ferber to Receive 
Marketing Award 


Cuicaco, Dec. 20—Prof. Robert 
Ferber, University of Illinois, au- 
thor of “Statistical Techniques in 
Market Research,” will receive the 
annual award of the American 
Marketing Assn. at its mid-winter 
conference in Chicago, Dec. 27-29. 

Professor Ferber’s book, pub- 
lished by McGraw-Hill Book Co., 
was judged best in the national 
competition which drew 34 entries. 

Honorable mention went to three 
other entries as follows: 

William Applebaum and Rich- 
ard F. Spears of Stop & Shop Inc., 
for their paper, “Controlled Ex- 
perimentation in Marketing Re- 
search”; R. E. Davis, manager of 
Sales research for Goodyear Tire 
& Rubber Co., for “Marketing Re- 
search in Action at Goodyear,” and 
Ralph E. Breyer, University of 
Pennsylvania, for “Quantitative 
Systematic Analysis and Control, 
Study No. 1—Channel and Channel 
Group Costing.” 

All awards will be presented at 
the conference banquet, at the 
Congress Hotel, Dec. 28. 


Lever Schedules New Premium 


Lever Bros. Co., New York, has 
announced a new premium offer, 
kitchen shears with a certified 
value of $1.50, for 50¢ and two 
wrappers or box tops from Lux 
toilet soap, Lux flakes, Rinso, Sil- 
ver Dust, Lifebuoy and No-Rinse 
Surf. The offer will be made dur- 
ing the January, February Star 
Value Sale of soap products, and 
will be promoted on radio by 
Arthur Godfrey on Jan. 31, Feb. 1 
and 7, “Big Town” on Jan. 30 and 
Feb. 6, and “Lux Radio Theater” 
on Jan. 29 and Feb. 5. A full-page, 
b&w ad will appear in the Feb. 5 
Life. Point of sale posters also 
will be used. 


Jacobsson Moves Office 


Edward Gustave Jacobsson & 
Associates, merchandising and 
packaging consultant, has moved 
to larger quarters at 147 E. 50th 
St., New York. 


Downes Joins Hilton & Riggio 


Mary Downes, formerly with 
Sophie Goode Stewart, has joined 
the creative staff of Hilton & Rig- 
gio, New York. 


Swink Names Kohler V. P. 


Paul Kohler, account executive, 
has been named vice-president of 
Howard Swink Advertising Agen- 
cy, Marion, O. 


JOURNAL-TRIBUNE 


A oux 


Publication Changes Size 


Electrical Engineering, New 
York, official monthly publication 
of the American Institute of Elec- 
trical Engineers, beginning with its 
January, 1951, issue will conform 
to the standard page size advo- 
cated by the National Industrial 
Advertisers Assn., namely 8%x 
11%”. Present size of the maga- 
zine is 83%4x11%”. In addition, J. 
S. Lopes, director of advertising 
has announced that the magazine’s 
advertising rates will not be raised. 
Its 12 time, b&w page rate is $300. 


83,450 Sets in Karnisas City 


The Kansas City Electric Assn. 
reports a television receiver dis- 
tribution of 83,450 sets in the Kan- 
sas City, Mo., area, as of Dec. 1. 
This represents an increase of 
9,885 sets over Nov. 1. 


To Affiliated Lithographers 

Carleton G. Hence, previously 
with Kipe Offset Process Co. for 12 
years, has joined the sales staff of 
Affiliated Lithographers Inc., New 
York. 
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Appoints Gunzendorfer 

Wilton Gunzendorfer, formerly 
sales manager of KYA, San Fran- 
cisco, has been appointed head of 
the television production division 
of General Service Studios, Holly- 
wood, Cal., motion picture studio. 


Hayward Joins Katz Agency 
Terrance A. Hayward, formerly 
with Young & Rubicam, the San 
Francisco Chronicle and KTSL, 
Los Angeles, has joined the Los 
Angeles staff of the Katz Agency. 


Gerrard Names Auburn 


Walter J. Auburn, editor of Chi- 
cago Purchasor and advertising 
manager of Gerrard Steel Strap- 
ping Co., Chicago, subsidiary of 
United States Steel Corp., also has 
been named director of purchases 
of Gerrard. 


Mergenthaler Earnings Drop 


Mergenthaler Linotype Co., 
Brooklyn, reports net earnings of 
$1,536,699 for 1950, as compared 
o $2,597,565 for 1949. 
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Advertising Age, December 25, 1950 


Fruehauf Boosts Schneider 


Cc. L. Schneider, regional sales 
manager and vice-president of 
sales in Chicago, has been elected 
vice-president in charge of sales 
of the Fruehauf Trailer Co., De- 
troit. He joined the company in 
1920. 


Jacoby Joins Mogul Agency 

William Jacoby, formerly art di- 
rector for Dorland Inc., has joined 
the Emil Mogul Co., New York, 
in the same capacity. 


Appoints Heggie Agency 

Automatic Electric (Canada) 
Ltd., Toronto, manufacturer of 
telephone equipment and electric 
relays, has appointed Heggie Ad- 
vertising Co., Toronto, as its agen- 
cy. Initial plans call for business 
papers. 


Spidell Joins KRCT 

C. Paul Spidell, formerly with 
Station KAKC, Tulsa, has joined 
KRCT, Baytown, Tex., as com- 
mercial manager of the station. 


Abbott Kimball Gets Verkade 
Abbott Kimball Co., New York, 
has been appointed to handle ad- 
vertising and promotion for Ver- 
kade Fine Dutch biscuits and con- 
fectionery specialties by the New 
York office of Royal Verkade Fac- 
tories Ltd., Zaandam, Holland. 


Ellis to Cecil & Presbrey 


Thomas J. Ellis, formerly with 
Maxon Inc., has joined the media 
department of Cecil & Presbrey, 
New York, as a space buyer. 


Manufacturers Advised Not to Worry 


About Down-Grading; 


New York, Dec. 19—If you’re a 
manufacturer, and if you have to 
down-grade your product because 
of war shortages, relax—the pub- 
lic understands. 

Or so says Grey Advertising 
Agency in its current “Grey Mat- 
ter,” an issue devoted to examin- 
ing the problem of duration mer- 
chandise. 


iy 
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Public Understands 


1. From a marketing standpoint 
“the fears engendered by anticipa- 
tion of line down-grading are usu- 
ally grossly exaggerated.” The 
trade is frequently unaware of de- 
tails in a line, the public more so, 
and many “features” are trim- 
mings, placed there either for 
fringe demand or to provide a pro- 
motion hook. 


mw 2. Changes in the package tend 
to be accepted more readily by the 
public than by the manufacturer, 
and, “if merchandised properly, 
they do not arouse violent op- 
position by ... the trade.” 

3. The public has bought dura- 
tion merchandise in the past (in- 
cluding the immediate postwar 
years), has accepted it, and is still 
using it. Buyers found it reason- 
ably satisfactory, although down- 
graded, and “this was particularly 
true of strongly advertised brands.” 
Grey thinks quality standards 


| achieved by advertisers made a 


strong impression, and that when 
the public concludes that quality 
is declining, it will turn to the ad- 
vertised brand. 

4. The public is conditioned to 
down-grading by the news: It is 
inevitable, and the fears of the 
. sales end as presented to the man- 
ufacturing end are generally over- 
drawn. 


"Dan River Adds Lloyd, 
Cassedy: Shifts Browder 


Dan River Mills, New York, has 
appointed Eaton B. Lloyd, former- 
ly vice-president of Interstate De- 
partment Stores, assistant chair- 
man of the temporary sales man- 
agement committee for the com- 

any. Anthony B. Cassedy, former- 
y marketing assistant to the presi- 
dent of Yale & Towne Mfg. Co., 
has been named general advertis- 
ing and sales promotion manager. 
He replaces Lesley H. Browder, 
who has been charged with the 
duties of director of administrative 
services. 


Acme Launches ‘Confab’ 


Acme Steel Co., Chicago, has 
launched “Confab,” a new quarter- 
ly magazine for users of strip steel 
products. The new _ publication; 
with a circulation of 70,000, re- 
places “Process News,’ which 
dealt with protection of shipments 
in transit. Copies may be obtained 
without charge. 


Appointed by Admiral 

John William Walt has been ap- 
pointed sales promotion manager by 
Admiral Corporation, Chicago, manu- 
facturers of radios, television sets and 
appliances. He is one of 261,580 daily 
Wall Street Journal readers from 
coast-to-coast. To reach men who are 
stepping up in business, advertise in 
America’s Only National Business 


Daily. 
(Advertisement) 
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This is the 

Advertising Manager who put 
1,000,000* MEN who read and own 
The Elks Magazine on his 
schedule...and helped his Sales 
Manager hit a new sales record. 


*June 30, 1950 ABC statement 
—976,299 circulation—a 26,299 
bonus over guaranteed 950,000 
on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


feoccccccccccccccce 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Starts New Whisky Drive 


Gooderham & Worts Ltd., To- 
ronto, is running insertions in 
French and English newspapers in 
Montreal, Sherbrooke and Toris 
Rivieres, Que., for its new Canadi- 
an rye whisky, Twin Seal. The 
campaign, to continue through the 
spring, also will use trade publica- 
tions and weekly publications. F. 
H. Hayhurst Co., Toronto, handles 
the account. 


Max Factor Starts TV Show 


Sales Builders Inc., Los Angeles, 
maker of Max Factor cosmetics, is 
sponsoring a new TV show on 
NBC’s KNBH, Los Angeles, at 12 
noon on Wednesdays. The new 
show, titled “Sheilah Graham in 
Hollywood,” will feature Sheilah 
Graham presenting the news and 
gossip about cinema actors and 
actresses, plus guest stars. 


Promotes Linet, Livingston 


Universal-International Pictures, 
New York, has named Henry A. 
Linet, formerly eastern advertis- 
ing manager, to the newly-created 
post of sales promotion manager. 
Jefferson Livingston, previously 
executive in charge of advertising 
and publicity for the special films 
division, has been promoted to 
eastern advertising manager. 


Disston Promotes Jander 


L. W. Jander, in charge of the 
eastern sales division operations of 
Henry Disston & Sons, has been 
named sales manager of the com- 
pany’s industrial division, with 
headquarters in Philadelphia. He 
succeeds J. F. Wilkinson, who has 
resigned to enter his own indus- 
trial] distributing business in Mi- 
ami, Fla. 


RCA Elects Boksenbom V. P. 


John P. Boksenbom has been 
elected vice-president in charge of 
the consumer products division of 
RCA Service Co., Camden, N. J. 
Donald H. Kunsman succeeds Mr. 
Boksenbom as treasurer and con- 
troller of the company. 


WHY ADMEN GET ULCERS... 


[T'S ALL WORK AND NO PAY TO 
BUILD UP THAT SMALL FRY ACCOUNT- 


QUT AFTER YOU LOSE CALORIES 
GETTING ‘EM IN THE BIG TIME 


SPENDING ONLY 35 BUCKS 
ON ADV. THIS YEAR YouLL 


CASH IN PLENTY WHEN 
WE HIT TH’ BIG LEAGUE! 


\ SN 0.K. = WHAT IF WE ARE 
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SORRY, BUT WE'RE CHANGING Sas=—= 
AGENCIES THE WHISTLESWITCH\_ 
BOYS ARE REAL OPERATORS — 


THEY KNOW HOW TO HANDLE 
A MILLION DOLLAR, 
ACCOUNT! 
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Far the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR... 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 
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IMPLEMENT 


& TRACTOR 


KANSAS CITY 6. MO. 


Advertising Age, December 25, 1950 


Gelling Perscnal 


Thomas D’Arcy Brophy, chairman of the board of Kenyon & Eck- 
hardt and a member of the corporation of the Massachusetts Insti- 
tute of Technology, has been named chairman of the standing 
committee for the Department of Business and Engineering Admin- 
istration at the institute... Bill Mennen, president of the Mennen 
Co., played host Dec. 7 at the 15th annual Peddler’s Assn. party. 
Nearly 350 publishers’ representatives attended, some of whom had 
been dealing with Mennen for 50 years... 

Messages would be welcome 
in Room 3048 at St. Luke’s 
Hospital, 11311 Shaker Ave., 
Cleveland, where Chicagoan 
Paul Mandabach Sr. is immo- 
bilized with two broken legs. 
Mr. Mandabach, managing di- 
rector of Root-Mandabach 
Advertising Agency, was in 
Cleveland to attend the AMA 
clinical conference when he 
was struck by an automo- 
bile. .. 

Harry E. Rasmussen, pub- 
lisher of the Herald, Austin, 
Minn., was honored by news- 
paper associates recently on 
his completion of 30 years 
with the paper he now heads. 
Those who gathered with Ro- 
tarians to present a bronze 
plaque included George Peter- 
son and Gideon Seymour, 
Minneapolis Star and Tribune; 
George Moses of Associated 
Press; H. W. Blakely, Post- 
Bulletin, Rochester, Minn.; Leo Loomis and Earl Hall, Globe-Gazette, 
Mason City, Ia.; Claude Swanson, Sentinel, Fairmont, Minn.; and 
C. J. Hunt and L. E. Swanberg, of the Daily News, Faribault, Minn. .. 

The retirement of James Lee Cochrun, executive v. p. of Seiber- 
ling Rubber Co., at the end of the year won’t mean a life of ease. 
He’s going to devote full time to his new Akron business, Cochrun 
Industries Inc., which will act as export agent for several small Ohio 
companies. .’. 

Joseph Deglman, general merchandising manager of the Boston 
Store, Milwaukee, is chairman of the Milwaukee County Red Cross 
fund raising campaign... Marion Luce, head of Convention and 
Travel Service, Chicago, arranged a trip for herself during the hunt- 
ing season and went to Land o’ Lakes, Wis., in quest of a buck. The 
temperature plunged to 20 below, and the story is that the hunting 
trip wound up with gin rummy and no bucks... 

Jim Corke, of the Associated Business Publications staff, has been 
conducting a series of lectures at the Columbia University graduate 
school of business on the 
background and function 
of business papers... Ken 
Carter, general manager 
of WAAM, Baltimore TV 
station, received two civic 
appointments recently. 
He’s been named to the 
board of directors of the 
National Conference of 
Christians & Jews and al- 
so to the television com- 
mittee of National Broth- 
erhood Week... 

The Denver Advertising 
Club presented awards for 
outstanding direct mail 
campaigns, not long ago, 
to Charles Buxton, acting 
ad manager of the Denver 
Post; Edwin Porter of the 
Rockmont Envelope Co.; 
Clair Henderson of Arthur 
G. Rippey & Co.; and 
Dabney O. Collins, of the 
Galen E. Broyles agen- 
cy 


FOND FAREWELL—Walter 
(left), who recently retired as Boston rep- 
resentative of The American Home, shakes 


E. Anderton 


hands with Publisher William H. (Doc) 

Eaton at the Lantern Club of Boston, of 

which Mr. Anderton is a charter member. 

His friends presented a scroll “in tribute to 

your 50 years of service to the advertising 
profession.” 
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Eugene Pulliam, pub- 
lisher of nine papers, in- 
cluding the Indianapolis 
Star and News, and his. A, 
wife, Nina, his active bus- ae i 4 


ge —, sam Dee. 16 EIGHT POINTER—The hunting season at Hay- 
-gathering trip hen Ali 
to South America. The ward, Wis., was only a half-hour old when Alice 

. Pie gn y Hultgren got this buck with one shot at 80 yards 
aim at finding out the _<the first deer in her hunting career. Miss Hult- 
attitude of the people of gren is bookkeeper at George H. Hartman Co., 
the Latin American coun- Chicago advertising agency. 
tries toward the U. S. as 
of now... 

Consuelo Emilie Delacorte, daughter of George T. Delacorte Jr., 
Dell Publishing Co.’s president, was married in St. Thomas’ Church, 
New York, early this month to William M. Carson of Chicago... 
And on Dec. 1, Bill Yonan of ABC’s central division AM sales de- 
partment married Marlene Heider... 

Four Iowa and Illinois admen were inducted into the Philip Ward 
Burton chapter of Alpha Delta Sigma, professional advertising 
fraternity, at the chapter’s annual banquet at the State University 
of Iowa. They are Arthur P. Kane, president of Kane Advertising 
Agency, Bloomington, Ill.; Edwin P. Leader, ad manager, Bankers 
Life Co., Des Moines; William J. Shannon, ad manager, Evening 
Journal, Washington, Ia.; and Adrian Hirschhorn, advertising in- 
structor, University of Iowa... 
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“I Keep Track of Trends 
and Developments Through 
Advertising Age’ | 


Says GEORGE E. MOSLEY, Advertising Manager, SEAGRAM-DISTILLERS CORP. 


“I can’t be everywhere at once; I can’t attend all the luncheons and meetings that are important 


to me. But I can, and do, keep track of trends and developments, of markets and marketing, and merchandising 


in its myriad forms through the pages of Advertising Age. 


It is a twice-read book with me. Once over lightly, a headline-hopping excursion to get the feel of the issue and 


to spot articles of interest to me. The second reading is a thorough perusal of the articles previously checked. 


It is the rare issue of Advertising Age that does not lend itself to clipping and filing for future reference.” 


One of the oldest advertising managers, in point of service, 
in the liquor industry, George E. Mosley has been an adver- 
tising man since graduation from Brown University. He 
joined Seagram in 1935 as an assistant advertising manager, 
after serving with General Foods in a similar capacity for 
six years and spending his first post-school year with the 
William H. Wise Book Publishing Company as an advertising 
assistant. He became advertising manager of Seagram in 1942 
and subsequently distinguished himself through Seagram’s 
war aid advertising program. At the same time he brought 
to full maturity the famous Seagram Moderation Messages, 
which have become a major public relations factor in the dis- 
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tilling industry. Most notable of his current campaigns is the 
big “7” advertising for Seagram’s 7 Crown. He is an ardent 
golfer, trapshooter, hunter and fisherman, and yet finds time 
for association and service activities. He is a former director, 
Controlled Circulation Audit; past chairman of the Liquor 
Division of the Community Service Society Fund; and current 
member of the Magazine Steering Committee and the Outdoor 
Committee of the Association of National Advertisers, to 
name but a few affiliations. He lives in Rye, New York, with 
his wife, two daughters, and an old family retainer, Rich, a 
huge Gordon Setter, 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Dec. 18—Holiday 
sales in U. S. department stores 
are heading upward, after unusual 
declines in areas hard hit by the 
recent blizzard caused a drop in 
the national average. 

During the week ended Dec. 9, 
sales were 2% above the dollar 
volume for the corresponding week 
last year and about 2% below the 
sales for the same week in the rec- 
ord year of 1948. 

Greatest gain of any district was 
the 9% rise reported by the Cleve- 
land Federal Reserve district, 
which was hardest hit by the 
storm. 

In addition, eastern cities (ex- 
cept for New England and Wash- 
ington) and southern, southwest- 
ern and West Coast areas reported 
better-than-average sales for the 
week. 

Largest declines in the year-to 


Minneapolis areas. 


19%). 


Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven 


Springfield .... 
Providence 
New York District 
Newark 
Buffalo 


Syracuse 
Philadelphia District .... 
Philadelphia 
Cleveland District 


year comparison were concen- 
trated in the Boston, St. Louis and 


Greatest gains among the cities 
reporting were recorded by Akron 
(up 28%), Cleveland (up 24%), 
Erie (up 21%) and “Miami (up 


% Change from '49 


Week Ended 
Nov. Dec.* Dec. 
25 2 
—s —I1 
— —1 
—17 —2 
—6— —3 
a1 7 
4 2 
—12 2 
4 
r—4t 
r2 
r2 
0 r3 
ao 6 
—10 2 
—22 r—34 
—25 —27 
—4 —12 


nthe tuations 


These top-flight features and the pick of the comics, 
together with outstanding news, financial and sports 
coverage, make the Courier Express Buffalo's best 
read and best liked newspaper. 


it Gets Results 
BECAUSE 


lt Gets Read Thoroughly 


BUFFALO 


Courier]. 


~ EXPRESS 


REPRESENTATIVES: 


OSBORN, SCOLARO, MEEKER & SCOTT 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to Dec. 9, ’50*..p553 
Week to Dec. 10, ’49*..542 
Week to Dec. 2, ’50*....444 
Week to Dec. 3, ’49*....449 
Month of Oct., ’50......p292 
Month of Oct., ’49........ 277 


pPreliminary. 
*Not adjusted seasonally. 
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Cleveland ... 


‘~ 
- On 


Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District .... 
Birmingham ................. 


Li. 


ofan 


coar 


- 
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L 
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Chicago District 
Chicago 
Indianapolis 
Detroit 


Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 

Kansas City District .... 
Denver 
Wichita 


St. Joseph 
ee 


Houston 


Lrenenchutedtbavbentuttheutbatesabl bbe 


cccacluhavcabbibachbiLikicieiemnae 


San Francisco District .. 
Los Angeles Area 
Oakland 
San Francisco . 
Portland 
Salt Lake City 
Seattle 


— 
ororona 


all cell cel 


rRevised. 
*Data not available. 


Pine State to Jamian 


Jamian Advertising & Publicity, 
New York, has been appointed 
agency for Pine State knitwear. 
Trade publications, catalogs and 
dealer-aids will be used. Norman 
D. Waters & Associates is the 
previous agency. 


Two Name Parker-Allston 


Parker-Allston Associates, New 
York, has been named to handle 
the advertising of Excess Manage- 
ment Corp. and Treaty Manage- 
ment Corp., both in New York. 
Trade publications will be used 
by both. 
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Retail Sales, August to December, 1948-50 
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CURVE TURNS UPWARD—Department store sales this year, spurred by war-scare 

purchases in summer, were ahead of sales last year and in the record year of 1948 

until about mid-September. Data in the chart are derived from Federal Reserve 
Board reports (the period 1935-39 equals 100). 


Manufacturing and 
Business Figures 
Listed in New Book 


WASHINGTON, Dec. 20—Nation’s 
Business has compiled data on bus- 
iness and manufacturing produced 
by the Census Bureau in a new 
180-page book titled “Facts on the 
Business Market.” 

The book contains information 
on business establishments and 
transactions by counties, manufac- 
turing establishments by state and 
county plus the value added by 
manufacturing establishments. Fig- 
ures for counties containing cities 
with a population of more than 
25,000 are shown in red and those 
with towns between 10,000 and 
25,000 are listed in black. 

In addition to the statistical data 
in the book, the magazine also has 
reproduced letters from chambers 
of commerce in about 40 repre- 
sentative counties describing new 
construction and new industries in 
the various markets. 

Copies are available from the 
Nation’s Business research office 
here. 


OFFERS COLLECTION 
OF LINE DRAWINGS 

New York, Dec. 19—Art Ar- 
chives Press, 45 E. 17th St., has 
published “Art Archives,” edited 
by Harry B. Coffin. The book is a 
collection of reproduction proofs 
of more than 500 old-time line 
drawings of famous events, places 
and persons. 
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PRINTING 


Gaithorm Corporation . 400 north Rush street, Chicage 11, Illinois 


Telephone: WHitehall 4-2300 
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‘Switzer, who remains ag: ai. sfAee 


The drawings are said to be 
suitable for reproduction as line 
copy for letterpress, offset, gra- 
vure, silk screen and other meth- 
ods. All are printed in black ink on 
one side of white coated stock, 
plastic bound. 

Because all art work in the book 
is in the public domain, buyers 
may cut desired subjects from the 
book and use them to illustrate 
ads, packages, displays, television 
commercials, etc. The price is $10. 


PRINTS HISTORY OF 
AMERICAN EXPRESS 


NEw York, Dec. 19—Doubleday 
& Co., Garden City, N. Y., has pub- 
lished the history of the American 
Express Co., from 1850 to 1950. 
Titled “American Express, A 
Century of Service,” it is written 
by Alden Hatch, known for his 
biographies of contemporary 
Americans, including Gen. Eisen- 
hower and President Roosevelt. 
The price is $3.50. 


PRINTS ‘SCRIPTS’ BOOK 

NEw YoRK, Dec. 19—Watson- 
Guptil Publications has published 
a 60-page book on lettering, 
“Scripts,” by Rand Holub. The 
book has the dual purpose of ac- 
quainting readers with types of 
pen, brush and pencil scripts and 
showing precisely how to make 
them. It sells for $2.75. 


Switzer Establishes Metal 
Manufacturing Concern 


H. M. Switzer, a former vice- 
president of Leeson Steel Products 
Inc., has announced the formation 
of H. M. Switzer Mfg. Co., metal 
manufacturer with factory and 
general offices in New Albany, Ind. 
The company has acquired the 
manufacturing rights to a new type 
of refillable liquid dispenser, and 
to the Geneva automatic electric 
clock refrigerator defroster from 
Equi-Dyne Inec., Chicago. Mr. 


and director of Leeson, is president 
of the new company. 


Appoints Scharfenberg 


George T. Scharfenberg has been 
appointed industrial design direc- 
tor of Kerker-Peterson & Associ- 
ates, Minneapolis advertising pro- 
duction service. He was formerly 
in partnership with Verne M. But- 
terfield, present owner of Artstaff 
Studios, Minneapolis, which termi- 
nated in October of this year. Mr. 
Scharfenberg is currently retained 
by Continental Machine Corp., 
Savage, Minn., to restyle their line 
of all purpose saws and grinders. 


‘Journal’ Names Ray Evans 


Ray Evans, who joined the Wall 
Street Journal in 1926 and who has 
been a member of the advertising 
staff in New York, has been named 
eastern advertising sales manager, 
New York. 


Joins ‘American Girl’ 

James C. Sasmor, formerly with 
Chain Store Age, has joined the 
advertising sales staff of Amer- 
ican Girl, New York. 
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"Mobil Credit 


Check Book to 
Bow in January 


Raised Sales in Test; 
General Petroleum Corp. 
Predicts Widespread Use 


Los ANGELES, Dec. 20—General 
Petroleum Corp. will run a one- 
shot campaign of full-color pages 
on the West Coast in January, us- 
ing magazines and Sunday maga- 
zine sections to announce its new 
credit card system. 

The new card is designed to cut 
in half the time consumed at serv- 
ice stations when credit is used. 
This new “Mobil Credit Check 
Book” system was developed by 
General Petroleum and the Inter- 
national Business Machines Corp. 
The system is said to be the only 
one of its kind. 

The full-color page announce- 
ment ads will run in January issues 
of Desert Magazine, Fortnight, 
Sunset and Westways; in the Jan. 
14 Pictorial Review in West Coast 
newspapers; the Jan. 21 Pacific 
Sunday Magazine Group; and Sun- 
day sections of newspapers in Salt 
Lake City, Phoenix, and Tucson. 
Some direct mail will be used to 
reach inactive accounts. 


a Supplementary promotion in- 
cludes poster boards at service 
stations, and service station dis- 
plays. A series of meetings were 
held with the-company’s 4,000 deal- 
ers in the western states. Some 
6,000 employes were also given 
indoctrination in the new credit 
system. 

Each “Check Book” contains 25 
pre-punched tabulating cards held 
in a leatherette folder. When a cus- 
tomer makes a purchase, he gives 
the book to the dealer who writes 
in the quantities purchased and 
the dollar and cents amount, or it 
may be done by the customer if 
he wishes. The customer signs the 
ecard, and the dealer removes it 
from the book. A stub record of 
the transaction remains in the 
book. 

After adding his identification on 
the card, the dealer turns it in to 
the supplier in the same manner 


Automatic Washer Appoints 
Hodge ©. Morgan has been appointed 


director-of sales by Automatic Washer 
Company, Newton, Iowa, manufactur- 
ers of Laundry Queen washers. Mr. 
Morgan is a regular reader of The 
Wall Street Journal. Like most men 
everywhere who are getting ahead in 
business he finds The Journal pro- 
vides necessary background for im- 
portant decisions. 
(Advertisement) 


~ 


as would be done with a conven- 
tional credit card transaction dup- 
licate. From this point on, the card 
follows a mechanized accounting 
procedure. Cards are sorted, 
grouped, punched by machine and 
monthly statements are printed 
mechanically. 

The tenth check in the book is 
a signal card. When it goes through 
the IBM, another book is auto- 
matically sent to the customer, 
thus assuring a constant supply. 
Extra books are available if de- 
sired. 

The “Check Book” has been 
tested in Oregon since early in 1950 
and represents two years’ study of 
the problem. The decision to use it 
in the company’s entire marketing 
area followed strong acceptance by 
both dealers and customers. 


ws Dealers reported the system 
speeds transactions and eliminates 
charge-backs to them for inac- 
curate or undecipherable invoices. 
Customer acceptance increased 
sharply with usage. There have 


been no more complications due to 
lost or stolen books than previously 
occurred with lost or stolen credit 
cards. Increased accuracy and a 
more legible record of transactions 
also won customer approval, par- 
ticularly with commercial ac- 
counts. 

General Petroleum says there 
are no other companies using this 
system, although a Canadian oil 
company has used a similar system 
for two years. In briefing its em- 
ployes, the company notes that the 
Post Office Department is adopting 
it for use in issuing money orders, 
and such oil companies as Union, 
Shell and Gulf are studying the 
plan and may adopt it as soon as 
more of the new IBM machines be- 
come available. The prediction is 
made that, in time, bank check 
books will be cf the same design. 


Wilkes Joins WBAL-TV 

Arnold Wilkes, television direc- 
tor for WSYR-TV, Syracuse, has 
resigned to become program di- 
rector of WBAL-TV, Baltimore. 


RCA’‘s Record Dept. Moves 
Four Executives to N. Y. 


The record department of RCA 
Victor has moved four executives 
from Camden, N. J., to New York 
in order to coordinate more closely 
sales, merchandising and sales pro- 
motion with artists and repertoire. 
Those moved include: Lawrence 
W. Kanaga, general sales and mer- 
chandise manager; David J. Finn, 
advertising and sales promotion 
manager; Robert W. Macrae, mer- 
chandise manager, and Edward 
Dodelin, field sales supervisor. 

George R. Marek has been named 
director of artists and repertoire 
for RCA. 


Spiegel Leases New Store 


Spiegel Inc., Chicago, retail and 
catalog concern, has signed a 30- 
year lease on the property at the 
northeast corner of Main and Cap- 
itol Sts., Houston. The property in- 
cludes a three story and basement 
building, which at present is oc- 
cupied by F. W. Woolworth Co. 
Remodeling is expected to start 
Feb. 1 and to be finished about 
June 1. 
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Names B. B. Robinson V. P. 

B. B. Robinson has been named 
vice-president in charge of finance 
for the Progressive Broadcasting 
System, making his headquarters 
in the Hollywood office. Mr. Ro- 
binson is president of Highland 
Oil Co., Beverly Hills, Cal; vice- 
president of John Sutherland Pro- 
ductions, Hollywood, television and 
commercial film producer, and 
president of Motion Picture Enter- 
prises, Beverly Hills. 
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flaky pastries 


Hanoy headlines you’d expect to see in a farm magazine, 


_ eve wttbllbetiand tbdlolivemscamefom.the homemaking pages 


of one recent issue. All of them represent topics of immediate 


interest to SUCCESSFUL FARMING women readers and represent 


the type of current purchases of these women. Because 


SuccessFUL Farmine itself represents one of the best class 


markets in the world today. 


With almost-a-million of its 1,200,000 circulation in the 
fifteen high production Heart States, SF serves the farm families 
with the best land, highest investment in building and equipment, 


best cropss—and an average income a good 50% above the US 
farm average! These farmers have had ten years of unprecedented 
prosperity, and their homes are now getting the benefit of their 
high incomes!...Lightly touched by general media this market 
is deeply penetrated by SuccEssFUL FARMING... offers the best 
sales opportunities in the US. Learn more from any SF office! 


SuccessFuL Farminc, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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QUARTER CENTURY—The anniversary of the Poor Richard Club building in Phil- 
adelphia, which was 25 yéars old in December, was celebrated by presentation of a 
silver medal to the building chairman, Jack Lutz (center), who is also a past presi- 


a the - Left to right are Graham Patterson, publisher of Farm Journal and ART FOR DEAN—Charles Killgore of the Chicago Tribune holds _rotogravure and Grafic sections. F. L. Hart (left), sales manager 
inder; Thomas J. LaBrum, program chairman; James J. D. Spillan, president one of about 60 rural paintings for selection in Dean Milk Co.’s of Dean, and John Olson, art director of Leo Burnett Co., the 


of Poor Richard and executive vice-president of Benjamin Eshleman Co.; Mr. Lutz; Dr. f 4 Pas 
See Mien end Alsat i, Greeniichd, soclier end depertmect store tyecen. expanded series of color advertisements in the Sunday Tribune’s dairy’s agency, are thinking it over. 


COOPERATION—Marlin Arms Co. and Colonial Airlines got together on this display 
to merchandise Colonial’s recently introduced sports package tours. Viewers are Si- 
mone Downs, the line’s ticket agent, and Warren Page, of Field & Stream. 


COLOR TV GUESTS—On hand to see CBS color telecasts in of McKee & Albright; and Edmund H. Rogers, partner in Gray 
Philadelphia were (left to right): Neal D. Ivey, president, Neal & Rogers. The occasion was the beginning of experimental net- 
D. Ivey Co.; David R. Albright, vice-president, McKee & Albright; | work colorcasting, with New York programs being fed to WCAU- 
Louis Hausman, Columbia vice-president; Roy McKee, president TV, Philadelphia, via the coaxial cable. 


BLACKLIGHT DOES !T—Daytime copy in this outdoor poster for a message about the boating of the area. Blacklight, at night, 
the Stockton, Cal., Chamber of Commerce shows a fisherman and _ brings in the big bass at two-minute intervals. 


BAR FLIER—Glenmore Distilleries’ Colonel trade character and his Stensgaard & Associates, Chicago, in conjunction with A. P. 
plane are made of Crystafcam in this display, which is attached Bondurant, vice-president and advertising director of the Louis- 
te back bar mirrors with Mystik tape. It was designed by W. L. ville distilling company. 


50-50—Chicago model Marlene Reilly is featured in International Harvester’s full- 
color motion picture, “Menu for Merchandising,” which will present the 1951 re- 
frigerator advertising program to IH dealers throughout the country. 


Advertising Age, December 25, '950 


we 


Advertis 


Smal 
in Ne 
Phila 


PHILAL 
the Depa 
and Fer 
adelphia 
al adver" 
program 
tion’s se 
just hov 
tions an 
> ceiving 


/ With |; 


for 1950, 
by the ci 
rector | 
through 
Philadel 
group 0 
and five 
van, 1, % 
Part o 
{ lotted re 
ing and | 
tion of 
consulate 
and truc! 


a On De 
out the 
brochure 
ready re 
than 2,00 
coming 
mail. 
The sa 
prints of 
tive ads, 
VERTISIN( 
the broc! 
and earl. 
to print : 
demand. 
Advert 
Mr. Har 
the chie: 
Port of 
high in t 
000,000 
growing) 
“We hi 
from alr 
in the v 
we haven 
ly, but w 
carefully 
publicity 
gotten m 
small all 
The PI 
tin, Inqu 
Journal 
Times a 
have bee 
departme 
satile bu 
use of a 
and exp< 
For 19 
allocated 
departme 
promotio 
Ads fc 
past yez 
theme of 
phia,” st: 
Ties OF th 


Kameny 

Seymo 
New Yor 
fices at 2 


Over 1,500 
$15 billion 
you have | 
regularly. T 
plete week 
best bet fc 
vast and Ic 
addition of 
ond a 16 
Courier is « 
to carry yc 
the vast Ne 
in the Nex 
your share 
the new Cc 

INTERS1 
545 


; ‘i i ‘ihe ss oh : ‘ - = P eee . ; aa “ 
; . = > ~ . ~ : 
ee Be. 2 aie oe : : re 
Ee . BY, Sang. = oe eee aT 
” eet ——- * et Se > il : ee EO is 
oh ke mes Bae ame sours are ings 2 : ° 
: é me 4 So ee 3 eat 
a Pa . _— ae “ss my aa 
= ad Soe > wee ae sak 3 3 ; 
oe ‘Beg : ages ae ry" ee see neat pee eee. tf ‘ 
7? ; ee ee ge a eg A oe = es ine Seay aaa t pe ees ; Ravel 
fi ; i ms i o< ihe es a ome sae. 
ue ie d re ee | i ¥ <= Sigg ae Soe (t Ria sy 
4 ae Ba ole ey ome a i te ba Bo: Gi eel ger. © 2 -<" B a ee ar 
it ‘ bee ae . eee ; ee i % “« cary + oo. — ee 
x ‘ = ieee - r E Pa : Ea . i a. Ke ee 
aoe ms aye ‘ : : joes tiie ae A 
co ae k a! x i : a g oa . ae 
Ks et. ci ee, & 5. Pe is = a Es Ste: ‘ \ 
: ES RI e ig .. - os ees % P Siem . = 7 shai zs 
AG ~ : a: se Beets P is ey Saat aoe. ae Is me ii, 
; +3 ’ oie E — ’ i. a ‘7 ; | 
: <7 ee 2 \ Seer ; “va ‘ oe > , hm, vex * 
a P es £ “ se cage Jae > ; . 2 Eas at = i" ‘ i y ae > a = 
ai ~~ ot : ais aie Pe aia Ry ae ae a a a! i = ‘ % - ee sam ? 
a my ’ _—- ee a gee Epes te ae a ae Bk oa io oe eed od aaa 
i se bi ao : or oe me mS he ea ; e ed a . . i‘ Mere -_ , ig ; eS 
af ie | aR ve f eee ee > a yee = ieee. Ne . 7 y Ti. " 
eo ; 4 ee ee. be yf Se ce : es to eo then Dig ee a ) a. a - : Pi ——" > aL 
2 . aon i ae Ce Meee , Pee tern Sai eS. | i ae a: es \ a “Pes ‘4 j i ee: 
“i, eo So ge ee Me a abe ge hs! eae Be a Genk a Me ies Sr : >, a & ae a 5 ee 
oo en a ee ao oes i SLU et Sea CN ee se y ‘ : ff ae 5 
a Pik: | GM gees ee ee ee ucla ne fe ee as : a 7 otha tsk ee 
7 Po ee Ab ie Ate rae ie ser eo eee Ee AA Re es aes bed 5 a =~ ee & ¥ 4 J yf ahi) ea nee 
: a4 wee: re mY Moe Pte ew ee eee a tage See, . Vip: —S Y cl ee 
= aoe. Bee at Sama hye Re ee Fed Sa! ge nena tng Wate 2 ane ar See me >" bei - - Pie is i Saco ie ee 
¥ ae Me | 2 en ite: ole ea eA " ” af oe J eS hee ee 
= : 5 aes Ta go ee en ee an eal 8 5 mre ce ; ee Te fr ee, he ee er x fi Oe Ree ays 3 ae eke ee aa 
: aa poo ae oI ie Segara ee ee oe eae ee ee he i are ss es | ee ee Ll a omens 
d a, ae Eon a RR gt RS ene ere an ee ge ee ene aA i eR er. ee baa iy . ae nest : ? i Baa es oe oe 
‘ § : ie al EO Me ERC Le owen otra niece ace” Te te mae ae ae - ee ’ 34 ie, y eee eee 
is sf “6 i . ery tks se 3 ba * 3 % — el Stil fae a 
% oe ee x “3 es y > = 4 4 Se a 
“el ree ee. a = 
fe = Y os nak me f 
y a i é Sa s i 
= . & 4 ¥ ss . 
of p 
i? 
Z 4 
he: . 
be 
: rs = es oa. ee + ey ee ORS Ble OGRE OE EF Be AMEN & ri 
_ we hate he Ss in ae — 
“Or ee ee > 
r we : . Q Se pe er 
= ese ; a igi ePies i BE a re ee ME eee SR eg, vere 
a“ Rt Me Pte BE es Fi é _.. a2 3 BRA go, eet lege BeBe ity ae” eae pee Ree hy ee eat ees oo Kee cane re 0 Oy mn ee aa he 
Trae eae eee eee ere oe aes Wie ne : & < 3d TE reegreieatie Mires ree aS fee eee ape co | ae ee ae ana. pe Scr ea ee [gga ee Soe eet Bo as 
so nes cheer Se epee Tes a : so ae ie ‘ee ee ee uy oe eee Nera! nape E cate ns ~ ae : es 
*r ed arti to et Arla ee ea ie daa ala ian a a ae ne ee a eed 4 le... nm Be re ee eee eet eee ats y oe Sie. 8 i pitt ns 
; ee png teenth ce ge RT ee aa i bine ie en ee tw ae ee ee woe Ce Sete Aa ge es a ? i dine ey OA ee Me ae eT E Cas 
7 SP ae a oe a ye ee ie ca SN ates _ MS sh He 7 veo mt i sea ati Rover eee a a aio ly rae eee ea i tt A sia Mia 
i ie > are —_ a i  - , na _ ae ne or SO . Be Ada he a 8 Deh eee 
:. Ss. . es a Ve NN 9 as) i ea ta ae fe ae 
ie ; A. oe ee get : ‘ ee Se oe Ba owen | by 7 , 
< va — ; oe a ee ; rte a. Ne ie : Pts See ° i 7 
: . 3 ® cs Bee gh ak. ret ABODE or ae art H oes: 4 
as cs) ae e a 4 = = 7% : a ep ’ * E ’ % eee : a Moe Pe 
: CASS 2 Fo oe + gleam be , .. Naas : 
- aoe Se | are | fhe oars 4. fale 4 i 5 : a Po ra 
pe RAS Be i; Se ~ e \ Fee , p ‘ ; Py : a wi i. pie” cane 
$ oe, Pee | elie i jf iy a en en ee ee : hE ER ie SE MON ra arate 
2 ; q 4 gilt “St eS or > ‘iy ee ee: ss Faeaial i ce : Fo eee eee i = a ee eae as Se ree, pe eu ee a os ia ae : 
ce : | ' tee 3 se ag ; ape ate : : ’ a eo Reise eae aes oil ae a 
~ Ay ee Fame ‘ a3 y fs Mei Veta eee Pe an , 
aS ad ‘id aoe ne by £0 i ag ES Ca ha en 
7 ae Ba te aa 3. ple aa esse 
Me Y ae a F 5 ee AP 
4 Sicaih sine 5 '-.4 4 Me eligi Seat Nig Sa seat ay: 
> ae * t sare a eG 7x 
; AY cous tp! re! ee : as 
. SO ie apenas 2 : Nace aoe Sa 
2 Bas i a NS A ORES 
; : eC Bi A Pe eh Sy oa 
x F ” , TOC igen ai ah ea tees a ‘a 
; oi eo tae ee Se ee ns Ce ee soe 
f i ‘ See Ree hee Re ee ns 
‘ poh A a RN as ae a co ee: ake SS ee 4 
er ek : eee tt are Oe er 
F Cre Oe ere ae oe ; : : 
2 ' . fo oe 
‘ " ne 
’ . ; - 
53 5 ae Me eee aes s * 3 . 2 a . ee ee i 2 es - j q 4 8 : : . - 
= he re ss bs . 3 ee 2 2 i ‘ i J i Be 
pee IES i a, : ‘ é : * ; j 7 = s 
i y * 7 : ‘ é — % 7 2 F : 

BB gk - ee + a ses 2 pier oe ws e “te % Re es. 
ee “a . : -_— .  e Os eee ics oa Se Me re 
— 4 : 4 . eee ee 4 oe adil ee ee oe FS 
N —— a we Ps Be 3 i ae “Te 7 ¢ re ee: 4 er . Bie 

— 4 f te - a i age he ae - Bato " eee 
— ae 4 x & ; * . Ce. Pigg ae Se ge . - 
toy, ie ee ie 4 ’ > ‘= ee a : cae “+f ae Sa eae, 
| bh — .3 . — 7 * hs ae AE 3 : cw z ais i 
anes i eee é : ‘a - gee . cs es 3 ese 
SS Ae 7 j a a F 5 Be Ae Ss f ee ga or a 2 Rohs 2 
_ # . oe Ss ae m at x ae . Soy eer oe 
: to Pigs ae ‘ Rat - es: ee ere a ee aM 4 ' E hy hee ‘ hs ea eee 4 Pca 
: i pe ee : si Bey EN Seg ae es Cf. = aa ae * : a dre 
Pe, Bees Bene, vy 3 Y eo Be eRe, ay hae Eo - i ' et ee: Pa eaa ee 3! sll rie 
g ieee ene a oe eee hice a Beart ed is, igo” a ag + y wus By = j e sa a stcha re] oe See eee ek (eee Te 
" Toa ce eee 2 oe Fr ae RN ORT Se x ae , Rea : pie on Pee ae ME get A i eh tia 8 
See ee eN eae ee a ve . eee ae ay Zs - ee . : Pots igs et ae ae ee ; 
ee lst 00% MINS 89 ase ™ * PU tn veut wane > a — a — . m " ds ° 
7 nae a en ee 2 aR — iw a ee 1 rn ae ae = i ee ae “I ea tet 
= PAS s . =~ ilies ae — _* . ” “= — A AL, A TOO RAI me > 
: ae . sy ae ; page a 4 a Nc ae ge 7 Sr esac re 
+ sak a + sis oid oe Te a at 5 eels eee - — eo we Ps 3 i e =aeeeeerentademem 
a ee po ; S 7 : ss De tie. meal : i . 4 he ee a 7 é c - ial * Pek Ra ae 
‘ : i aa x ‘ . ae 3 - i alae ae ye ; fs eee es a 
moe aed s : _ = 4 he 
ae VI oN ee ss * ’ es ft me ee 
ete een —_ : ; es “ie . C 
on Oe eee cae Lae 4 3 _ ar 
oa r : i<” a eat 4 = oo ~ pred 
if = ® ; reg 5 ae ae oe ; sate POU ae, ae. eae > oy nn ! Coogi ae a 
. 3 - SSI Sa ene 7 Sipe se. ; ae ie Se ee pee Fn Oe \ ty Rigo a Pe tet -— 
: : age >: a5. my . CE ARS oe ae Ae es va aon " Pe ass he! ° 
tan weet NS ae hia a ee, NATIC 
By i a £ ns: Ee ae Ay ie : ; ee Se oe eae ti Seti ) Gane, . tas é 
9 é: ¥ SN oF Facet NS Loree ee ee NG te ee Git ip ls Wie Ae cin) nee . 4 iy So eee 
im 2 ay as a Sa i iat la dar Ne Sn Rie a. SRT a Wha vet ——— | = tet ie Wane 
53 eee a i 4 ~~ Cee “ee et ee oe eee aut. Ae a : 2 
Re ie f Ce | ae 7 . ee owes ices tile WS cai a hs shi’), apes Sie oak oe tole: Ferd oer 
2 ag om ‘ale all _ Yr ae es Ber cle ami 3 ae a i. 
ey oe a. Bee a t. So ieee are retreat eee ine! oe ae aCe eae 
4 ~ " “ ‘ z . ef Guess yy ae ae ee re ee. see ee, Xe o 
ae a P } e ¥ rie i mn e ait pu a ee ae COS Gge ie aan on eae. sy ees : ; aie ; 
See the Ae Po * ys ; Tt REO pe sees cree ; ame ee ee ae Rae, tad a Eee Wierry hoe) se pele 
emer eet : nee . cones : Ce ast pte { ae ee aie te ee es EE Ok ere Sa ae eee 
ae Fees i eae oar” Sd et fete ys : Pia eee = wee Seis sone Roos eee ces Hat) Meee ee 
ae aah Be ey a a ee i Near WN, Srey lege tot. ee ore at 7 ? SNE 
== Se eee was ; "pee age he Me ~ * pee pees eA x toga nee ee a. he Gee : Cree We in. 2 Nady 2 eae 
> A 1D Ge i eel,” ees ee aes ol te ah pent Gia” Ee aa a ia a el See pen rear ce INES aan lage Wales gers 
3. SS “yo et er aa ine ei RN hee So abe 
2 to J eur < pe! ee 3 Sy 1 paca Src cet ge ie SN Ree eS ura ie ea eee ie Sak We Pees em cr. tee 
re ; e al eee Wy : oak ye Parana, (e Maenibgk et ae ene ee eens ote, ; aN nee Me ee 
7 SNe aig ee ae eo ey Z . ERE tien ae © ta ea te iS a ge emer tome ee en ee GS el aa 
a: oe ean, 8 We Lam = uae 
ies al ee = Beh) ’ oer é 
Se " - é P ws 3 ‘ _ Fé tae SN i ote on ee yr ay : oats e : . y ® . i > 


’ 


Advertising Age, December 25, 1950 


Small Budget Pays 
in New Trade for 
Philadelphia Port 


PHILADELPHIA, Dec. 20—When 
the Department of Wharves, Docks 
and Ferries of the City of Phil- 
adelphia launched an internation- 
al advertising and public relations 
program a year ago to sell the na- 
tion’s second port, it didn’t realize 
just how interested foreign na- 
tions and shippers were in re- 


- ceiving this information. 


With a budget of only $25,000 
for 1950, the largest ever allocated 
by the city for this department, Di- 
rector George N. Hardenstine, 
through J. Robert Mendte Inc., 
Philadelphia agency, selected a 
group of about five newspapers 
and five magazines beginning last 
Jan. 1, to start the campaign. 

Part of the budget was also al- 
lotted recently to compiling, print- 
ing and distributing a special edi- 
tion of a two-color brochure to 
consulates, shippers, railroad men 
and truckers throughout the world. 


a On Dec. 4, Mr. Hardenstine sent 
out the first shipment of 1,500 
brochures. By last week he had al- 
ready received orders for more 
than 2,000 more and requests were 
coming in by the score at each 
mail. 

The same has been true for re- 
prints of the department’s informa- 
tive ads, Mr. Hardenstine told Ap- 
VERTISING AGE. A second edition of 
the brochure is now on the press, 


and early next year he may have 
to print a third edition to meet the 
demand. 

Advertising and salesmanship, 
Mr. Hardenstine said, have been 
the chief factors in bringing the 
Port of Philadelphia to a record 
high in tonnage (an estimated 60,- 
000,000 tons annually and still 
growing). 

“We have received replies to ads 
from almost every large country 
in the world,” he said. “Perhaps 
we haven’t spent the money lavish- 
ly, but we have selected our media 
carefully, combined it with newsy 
publicity releases, and we have 


re 
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gotten more than $100,000 for our 
small allocation.” 

The Philadelphia Evening Bulle- 
tin, Inquirer and News, New York 
Journal of Commerce, New York 
Times and Commercial America 
have been the focal points for the 
department’s advertising. The ver- 
satile budget has by now permitted 
use of a dozen other newspapers 
and export magazines. 

For 1951, the city fathers have 
allocated a similar sum for the 
department for advertising and 
promotional purposes. 

Ads for the most part in the 
past year have maintained the 
theme of “Ship Through Philadel- 


phia,” stressing the unigue facili: | 


Ties OF the port. 


Kameny Associates Moves 

Seymour Kameny Associates, 
New York, has moved to new of- 
fices at 22 W. 48th St. 


CAPTURE THE 


NEGRO MARKET 


With This POWERFUL 
NATIONAL NEWSPAPER 


rOver 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America's most com- 
plete weekly newspaper, represents your 
best bet for capturing your share of this 
vast and loyal market. And, now, with an 
addition of an 8-page, 4-color comic section 
and a 16-page magazine section, the 


Courier is even more complete, better able 

to carry your message into the homes of 

the vast Negro market. There's real money 

in the Negro market—be sure you get 

your share — advertise your products in 

the new Courier. For full details write: 
INTERSTATE UNITED NEWSPAPERS 

545 Fifth Avenue, New York 


Foster-Forbes Names Forbes | 


William P. Forbes, son of the) 
late William C. Forbes, has been) 
named manager of the Chicago 
sales office of Foster-Forbes Glass 
Co., Marion, Ind. He _ succeeds 
Robert F. Fixel, who has been 
transferred to the home office as 
manager of prescription ware 
sales. Mr. Forbes, who joined the 
company in 1932, was formerly 
secretary and sales manager of 
Demuth Glass Works Inc., Parkers- 
burg, W. Va., a wholly owned 
subsidiary of Foster-Forbes. A. D. 
Braun, sales manager for the com- 
pany in Wisconsin, will act as con- 
sultant to Mr. Forbes. 


Mclntyre Joins Kudner 


Harold A. McIntyre, previously 
with Schenley Industries, has 
joined Kudner Agency, New York, 
as a member of the media depart- 
ment. 


ABC Show Ups Time on Air 


Starting Jan. 2, “America’s 
Town Meeting,” carried over ABC, 
will become a 45-minute program. 
The time will be 8-8:45 p. m., CST. 


Dec. 27-29. American Marketing Assn., 
winter conference, Congress Hotel, Chi- 


cago. 

Jan. 8-11, 1951. National Retail Dry 
Goods Assn., 40th annual convention, 
Hotel Statler, New York. 

Jan. 9, 1951. Associated Business Pub- 
lications, annual eastern clinics, Savoy- 
Plaza Hotel, New York. 

Jan. 11-13, 1951. Advertising Assn. of the 
West, midwinter conference, Jokake Inn, 
Phoenix, Ariz. 

Jan. 16-17, 1951. New York State Pub- 
lishers Assn., Hotel Statler, Buffalo. 


Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 


Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Augustine, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Feb. 12-13, 1951. Inland Daily Press 
Assn., midwinter meeting, Congress Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 


risburg. 

April 3-4, 1951. Point of Purchase Ad- 
vertising Institute, annual exhibit and 
symposium on store display advertising, 
Waldorf-Astoria, New York. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 
DB. C. 

June 17-21, 1951. Advertising Assn. of 
the West, 48th annual convention, Cosmo- 
politan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 3lst an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


2 Brewers Change Agencies 


Two San Francisco brewers have 
changed their agencies. Rainier 
Brewing Co. has named Brisacher, 
Wheeler & Staff, San Francisco, 
to handle its account, and Pacific 
Brewing & Malting Co. has ap- 
pointed Elliott, Goetz & Boone, San 
Francisco. The Rainier account was 
formerly handled by Buchanan & 
Co., San Francisco, and the Pacif- 
ic account by Honig-Cooper Co., 


San Francisco. 
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Plans New Publication 


Street and Traffic Safety Light- 
ing Bureau, sponsored by the Na- 
tional Electrical Manufacturers 
Assn., New York, has announced 
plans for a new quarterly publica- 
tion, to be called “Street Lighting,” 
for promoting better highway illu- 
mination. The new publication, 
which will have a 10,000 circula- 
tion to highway and civic officials, 
will be produced by Griswold- 
Eshleman Co., Cleveland. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ar, — better known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
| reed It may be your answer to 
dwindling volume, vanishing profits, 
soarin, and cut-throat competi- 
tion. Direct wee fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-46, 28 E. Jackson BI., Chicago 4, Ill. 


VES 
FESS 


The eternal dame goes in for coif 
crowns which to the ordinary male may 


seem un peu outre, not to 


Of course no one of opposite gender 
has any right to question the quirks 
of the feminine mind, which has more 
bends than a pretzel. Cherchezla femme, 
and you find a mystery—or magnolia! 

The charmers this season have more 
than usual scope in chapeaux. Milady’s 
numbers are imaginative, flatter the 
face, compound curves within curves 
—range from the simple Bee’s Wings 
to more complex mushroom shapes, 
covering the top and leaving only the 
sides of the coiffure visible. 

The choice numbers sketched here 
were designed by Schiaparelli, and 
dutifully reported from Paris by Eileen 
Callahan on October 29 on the fashion 


pages of The News, a 


home paper of wide circulation. 
Misanthropic males may find little 

nourishment in the melange. . . but 

the Little Lady may be torn between a 


chic chuckle and an expensive and: 


cmenmewes Sarwe sear 


elegant chapeaux—and 


darned surprised if you get the bill on 
your next monthly statement! 


Wings are in season! 


say daffy. oF9 


conservative 


don’t be too 
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The News has the largest audience 


of assorted females ever assembled in 
an American newspaper. Here the alert 
advertiser can find more customers 
for Gdteaux au Miel, Tournedos a la 
Chartres, or braised buffalo hump than 
in the fashion magazines... but most of 
our readers prefer roast beef medium, 


and the more conservative fashions of 
Fifth Avenue, Herald Square, etc. The 
News sells more hats, lingerie, mink 
coats, dresses or diapers than any other 
publication in the USA —and most of 
the merchandise has US labels! 

With circulation daily more than 


New York N CWs 


DAILY .. more than 2,200,000 
SUNDAY more than 4,100,000 


1. Bee’s Wings 2, Beaver Scoop 3. Jewel Foil 4. Beaver Variant 5, Astrakhan Dome 


2,200,000, more than 4,100,000 on 
Sunday, more readers in every income 
bracket, including families of top 
tycoons and AA plutes ... The News 
can put your sales in a tizzy—or make 
the cash register roar! Wise advertisers 
reach for a space reservation! 
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Advertising Age, December 25, 1950 


December Advertising Pages and Linage in National Magazines 


- Pages- ‘Lines— > " ce 
Dec. Dec. Jan.-Dec. Jan.-Dec. _ Dee. Dec. Jan.-Dec. Jan.-Dee. GENERAL WOMEN S OUTDOOR 
1950 1949 1950 1949 ©1950 1949 1950 1949 1950 
Ace Fiction Group ......... 2.5 2.0 25.0 38.5 510 457 5,607 8,630 P 
American Forests .. 120 113 1839 1301 5,040 4,746 77,238 54,660 LINAGE NOV. //0.049 
American Home .. 439 316 737.0 730.4 27,751 19,946 465,779 461,643 P * 
American Legion .. 1221 U9 1832 169.5 5,066 4,992 76,933 71,208 — ai 
American Magazine 30.5 354 4076 4748 12,796 14857 171,175 199,395 9 BAF 
Se cinccecas 20.2 144 1819 1463 8,686 6,196 78,02 62,756 DEC. DEC. 
Atlantic Monthly .. 25.9 314 2385 2186 10895 13,179 100, 91,819 
Better Homes & Gardens . 109.8 911 1,726.3 1,544.9 69,423 57,564 1,091,011 976, COMICS CANADIAN 
Christian Herald 35.1 40.7 465.7 447.6 15,071 17,473 1899, 192,036 7 ; 
ee ip ath ome BS dete a Ba | |b , = 
rr 0 x} et 2, 0 ’ 
Cosmopolitan <<... S49 513 566.0 © GOAS 23,568 22,021 242,809 259,468 DEC.B3 29, 08/ DEC.E] 26,650 DEC.) 94,290 
ell Men’s Group ........... y . 9, ° e , 
Ben's Roiew .........0.2. 34.4 302 4733 4629 14448 12,663 771 ‘428 | |NOV.E 72,.9/0 NOV] 30.298 OCT. ane 16,909 | NOV.E 4} 212,820 
Eagle Magazine ............ 3? os iio 32 é sls 5436 17,212 149 ow i 
de i eweisien * , ‘ ‘ , wen 194 
Rs ances aps ¢acnse 9.5 85 1192 1036 4,090 3,626 51,121 44,431 echizaors DEC.) 24,983 NOV. L6B1695 \nEC I | /9LO88 
Raabe a7 ans )«= eS AS deoe3 «aoe? «190107 «170420 
DD «Sd cevoccetosesece él ° * . , , 
ie oc so cai'e « na “so = — — 9,335 pe panes — 
NE oc acs nection ci 114.3 125.8 1,175.3 1,222.3 72,206 79,474 742,758 $772,462 4 Pages P Lines . 
i 50.4 50.2 373.6 348.3 21,638 21,537 160,275 149,420 Dec. Dec. Jan.-Dec. Jan.-Dec. ec. Dec. Jan.-Dec. Jan.-Dec. 
DT cas voesccses 21.8 218 346.2 337.4 9,634 9,625 152,675 148,787 1950 1949 1950 1949 1950 1949 1950 1949 
Harper's Magazine ........ 23.1 286 3248 #2145 9,689 12,011 136,430 90,076 
TS dios ssce'e ss 97.3 925 783.8 7827 66,149 62,870 532,960 532,205 | youth 
House Beautiful ........... 110.7 127.4 1,348.8 1,340.1 69,933 80,537 852,424 846,962 
House & Garden .......... 88.8 1045 1,167.9 1,160.2 145 66,040 738,127 ©=—-733,257 | The American Girt RE: 10.7 67 1563 1274 4,574 2,892 67,045 54,663 
Improvement Era .......... 319 251 359.6 265.6 677 ~—«-:10,760~—s:154,287 13,947 Boys’ Life... _ tox ae 19.4 16-3 182.7 185.3 13,180 w12 124,246 124,667 
tesfadden Men's ‘Group ..... 10.2 39 Tis? i577 36s tess 130,934 ‘O58 *Open Road .............. 107 152 1041 1246 4,589 6.528 44,680 53,434 
Mechanix Illustrated ........ 70.5 868 8508 8816 787 19,440 190, 197,468 | Senior Prom ............. 108 12.0 184.8 2768 4643 5,160 79,286 118,749 
Motor yp eeereseces bard ae wy 74 = oe oes ow : yee wets oS eae ee “55.6 am ae 29,081 , 28,015 324,899 en 
N  & ere 5 . A , 1 ind A t 1 i q i te 
, aa Barer < 317 291 395.9 3619 13,617 12'486 169 841 155.2 72 o July a ugust issues in 1950; corrected figures shown 9. *Twelve issues in i050; n issues in 
Nature Magazine ........... 19 2.6 24.9 24.8 806 1,102 Y ' 
MOUMMEE o0000ss.0cccc. 27.9 29.5 280.9 213.0 17.998 20,073 191,030 144,871 Comics Magazines 
lar Fiction Group ...... 18.6 . . . , , " ’ *Archi | La t ’ 13,860 10,638 
a Gate... 129.2 138.0 1,648.3 1,766.1 28,931 912 365,208 © 995.896 | pamatt Conte Grow... $e OnhUCUmClUTSlUCUSCOR } 
Popular Science ........... 119.4 120.6 1,526. 1,605.7 26,740 27,019 341,848 359,670 | *eHarvey Comics Group ..... 8.0 9.5 43.6 39.5 3,024 3,591 480 14,931 
pvemeanda Seeeeseeeneccees oe os ~ ae er we eed ae Ler Gleason Publication othe 11.5 8.6 120.4 97.3 4,347 3,257 45,494 ‘ 
e Oceressesceceees ’ '” ’ arve omics roup: 
Rotarian .........0eeeeees 8.4 7.4 84.5 103.9 586 3,187 = 36,244 44,598 (Total 3 Units) ......... 33.0 24.0 3847 278.7 12,474 9,072 145,567 105,483 
Sport ......- eee eeccereees Ly as ays ys aan Pe aim Bry} #Red Unit .. 11.0 9.3 128.0 98.7 4,158 3,528 48,383 7,287 
Thrilling Fiction Group...... 110 138 1409. 1619 2,466 3,080 31,587 saan | ones’ - we ~~ pee os 0OtCSSGa? 
Town & Country .......... 794 67.1 815.5 757.6 53,375 45,101 548,033 509,097 | National Comics Group: . 
THUD ccccccccccccccseseees 48.7 45.0 403.6 371.0 20,907 19,323 173,135 159,171 (Total 2 Units) 16.0 20.5 147.0 188.0 6,049 7,740 55,567 71,065 
I ote sacessessrceses 7.4 12.6 51.3 48.2 3,155 5,409 22,006 20,675 *Red Unit . 88 10.8 79.8 100.8 3,308 4 30,146 38,084 
Yachting... -- 6. seeeeeeees 61 S42 957.8 some _32,987 31,870 _ 563,186 552,68 *Blue Unit ............. 7.3 9.8 67.3 87.3 2,741 3,686 25,421 32,981 
Total Group ........... . 21049 2,062.6 242,177 399 1,045,679 1,017,583 11,849,528 11,506,884 Standard Comics Group ..... 4.0 4.5 36.0 40.0 512 1,701 3,986 15,120 
*Not included in totals. “Larger page size 1950. Includes Oct. 1950 Centennial tesue, “Des. 1960-Jan, 1961 lesues com- Total Group ............ 705 661 752.55 681.0 26,650 24,983 284,960 257,544 
bined; Nov.-Dec. 1949 issues combined. *Not included in totals. “November-December issues combined. 
Women’s ‘ Pages rc Lines 
A 44.0 45.0 780.8 1,050.0 18,876 19,305 334,972 450,442 Sn, ~ Jan Ho. dan. How. Nov. Now. Jan.-Nov. Jan How 
Dell Modern Group: : 
Romances ........ 28.7 259 4139 426.7 12,306 12,125 177,575 183,045 
Modern Seren pices’ 29.2 27.1 424.8 as 12,531 11,645 182,251 190,833 Weeklies, Bi-Weeklies, Semi-Monthlies—November 
: Screen Stories .......... 25.4 6. , , ; Y 
ME Family Circle (Mati)... 35.7 268 «= 422.6 «= 336.7 15,305 12,501 181,315 oe | Gene Mr? 3RTRL 3.0582 eee lez? 1,4981901,358711 
: mh ee 47.5 405 592.2 517.6 20,388 17,388 © 254,043 222,043 | Contes Weekly 5.5 61 649 633 12,228 13,728 145,266 141,930 
awcett Women’s Group: Christian Advocate ......... 30.1 20.3 221.4 191.0 12,467 8,406 91,711 79, 
Betion — ee teeeeees a8 fod ay a JS 2 ee ree Collit’s «never evevevens 1742 133.0 1,519.0 1,530.2 118,472 90.448 1,032,891 1,040,465 
euiens ........ 322 328 4747 5SIA1 13332 14,080 3, 220,563 | CMO creereeee sees eeeeees . . , ’ " , 
as. ela 688 (654 11,1936 1,113.6 29,511 28,077 512,043 477,747 | EAMES wees eee reece 7. )6|Oee 3 06|(O pgm sas a bey tin 
one Neumabenniog seeeeeee Le 14 attr eet ae yf fs glad en Sh a ea alana ante 366.3 328.8 3,530.4 3,286.4 249,058 223,601 2,400,571 2,234,726 
Harper's Bazaar .......... . 307. 319. , 1894 , s le aie ap os 155.3 1135 1,416.4 1,231.3 105,629 77,179 963, 832,273 
mianee Wenews Group: 71 kk COE C7,328 (96,83 ss S00 | Mewweeh ................ 236.4 209.2 2,344.0 2,244.6 278 87,879 984, 942,7 
Movieland .......+-..--- . . : ’ ’ ’ ' New York Times Magazine... 185.7 © 197.1 1,698.3 1,667.6 157,829 167,566 1,443,614 1,417, 
Real Romances .......... 18.6 15.7 226.7 242.8 8,013 6,736 97,401 104, New Yorker 462 5 386.8 3 111.9 2,735. 6 198 402 165 946 1,334 962 1,173,561 
Real Story ............. 186 0 08©6.:15.7 226.7 2428 8,013 6,736 97,401 104,182 | pena teeecececeeees Bike hes ee ee ie a 
* empl 17.1 171 2244 2483 7,358 7,324 96,383 106,530 SOSOGSC Tones so ’ 7 . 7 , ' , , 
iWalland’s svvse os occ M67 127 «588 AZ T7e Riga 111,037 143.610 | EXtiruay’ Evening Post. «© AITS.«-S6LE40GS «3508 283805 Das eID 27925Te 2,608, 
— oe ae 28.8 . . ’ , , , Saturday Review of Literature 75.0 728 604.2 569.5 32,182 51,219 259,224 24,70 
q : olastic Magazines ...... b ‘ \ ‘ . , , 
Sataate Remnases sevens Bs = oeee rf oe ey ny ery Sporting News ............ 211 255 319.4 3031 22,938 27,669 346,579 324,222 
i) per — os i: ges ous won att} ise ias | We Week... 76.0 67.6 7199 620.0 ‘ 57,415 611,893 526,879 
° . as se 2. SERED | TEED ss cceseccccensrsees 319.4 290.7 3,096.4 3,080.0 134,162 122,107 1,300,498 1,293,631 
* 3). seo io? 12S. «(ke «SLO? «—««75'702«992288 998 U.S. News & World Report. _(98.0 92.6 = 1,027.8 1,004.7 41,168 38,879 + 431,656 421,919 
Mademoiselle .............. 649 635 11615 1,410.7 27,848 27,241 498,287 605,201 Total Group ............ 3,308.7 2,888.9 30,456.2 28,603.3 1,895,206 1,681,695 17,706,757 16,681,654 
Paka cs sccesseeses 55.4 57.7 825.3 879. 37,700 39,212 561, 597,989 | “Smaller page size 1950. *Not included in totals. 
Parents’ (Nat'l) .......... 718 592 8136  # 793.7 30,779 25,397 349,035 340,513 
FeParents (Pac =H) 744 es aii 1470 31538 26455 sr sas $5082 pm sonmneaes t-te 3 ” on 56,055 43 ng " 474,267 410,946 
Screenland Unit ............ 23.2 211 267.9 217.5 9,953 9,053 114,926 ‘ Ne ein cd.cs scent . . f , ; , 
— cede ee ee 210 163 2327 248.0 9,016 6,982 812 106,377 La Presse SOE aE 58.3 54.2 S212 434.1 58,269 $4,166 521,241 434.077 
“25 gh REESE 59.5 544 1,193.7 1,278.5 40,447 37,022 811,732 869,376 a Rea i : ; ‘ , ’ } 
Tears Wena Ce ant Z 49.3 322 644. 407.6 21,136 13,809 276,387 174,856 | Star Weekly .............. 83.1 752 7764 6186 78,992 71,483 737,906 587,821 
True Story Women’s Group 4 Group ............ 261.5 232.5 2,321.1 1,952.5 257,354 228,752 2,282,578 1,921, 
"Baws eect Bi pe mee ye got tog ss eg | : 
Pho eee eee reeeeeee . * a ’ , Panec " 1 ine<c " 
Radio & Television Mirror 18.7 22.2 320.7 341.0 8,041 9,517 137,565 146,297 Dec. Dec. . Jan.-Dec. Jan.-Dec. Dec. Dec. as " Jan.-Dec. Jan.-Dec. 
True Love Stories ......... 19.9 24.8 328.8 354.6 8,519 10,645 141,068 152,143 1950 194: 1950 1949 1950 1949 1950 1949 
True Romance ........... 222 269 3568 385.4 9519 11,554 153,056 165,316 
MR GINE gicncs- case. 55.8 521 694.0 708.6 23,919 22,364 297,718 =| -303,989 | di 4 Feselan 
Meee adlls ps ¥'ss0< 96.0 95.6 1,781.4 1,881.5 60,667 60,402 1,125,841 1,189,131 anadian and foreig 
Western Family: Canadian Home Journal ..... 40. 3 41.8 4748 5135 27,202 28,186 322,877 
: SARL LRN COME EINES US vegans eee nnaee. aie 3 . gates Tig i Gagicet oe eee $2 ke « as ting Homes & Gardens .. ABS... m2 567. 3 mY 32,594 32,625 381,223 
* Edition ...... 4 ‘ 1648 ote IR GS’ eles eT ‘ re Pe Ye vw . Boo oe 
shorter itn ms — mse — man 33 ee raced i. y PRITTOS saaeeiee 13 OO ast eee “inns “6 weit iis 
loman’s Day (Nat'l) ...... 42.7 45.2 639.0 570.9 18,319 19,372 372 274,128 244,934 | Maclean’s .....ccccccecees 60.3 59.7 688.7 736.3 1,031 40,597 500,659 
*All Editions ............ 45.5 47.3 6838 606.0 19,519 20,305 293,357 259,960 | *+Mayfair ............... 66.4 635 6318 677.3 606 «42,680 an aa 
Woman's Home Companion .. 72.3 826 951.3 912.3 49,196 52,152 646,895 620,339 | *+National Home Monthly 185 365 207.2 3546 3,404 12,556 101,799 
Total Group ........++-- 1,663.0 1,633.0 24,080.7 24,694.6 831,567 819, 753, 12) 069,670 670 12,434,179 New Literty segotsneeesenes 33.8 183 3611 2261 14,515 7,845 154,893 
*Not included in totals. +13 issues in 1950; 12 issues in 1949. {Smaller page size 1950. i ebruary throug ader igest: 
i \. i i ’ French Edition .......... 76.0 720 747.5 560.5 13,832 13,104 136,045 
December in 1950; October and December only in 1949. |||Started in Sept. 1950 a... 78. 9 7 5 7185 563.0 B, 650 % 377 130°767 
Outdoor —tn Moderne ak aeeaeel ‘ an — 5 y — 
evue Populaire, La ........ 35.8 33.4 3655 $372.7 25,065 $23,397 255,876 
American Rifleman ......... 49.5 47.7 590.5 619.4 21,249 20,462 253,331 $265,735 | *tSamedi ................ 37.9 356 3412 380.7 26,504 24,936 774 
Field & Stream ........... 413 483 729.8 $777.3 17,729 20,725 313,103 333,453 | *+cTime-Atlantic .......... 40.5 425 4346 460.7 17,150 17,990 182,630 
Fur-Fish-Game ..........-. 20.0 245 2434 2620 ~~ 8, 10,515 104,397 112,375 | *}Time-Canadian .......... 162.5 127.4 1,277.9 1,034.9 68390 53,620 536,830 
*+Hunting & Fishing ....... ——  —  @ae wes — — 104,501 112,678 | *+Time-Latin American ..... 76.5 683 768.0 797.2 32,270 28,770 322,700 
Beit GMD .c.:... 0000 42.8 429 662.5 659.2 18,361 18,424 284640 $282,816 | *+Time-Pacific ............ 365 24.4 349.6 274.3 15,470 — 10,360 —_147,000 
Sports wal oes neeeecees 350 422 666.3 713.1 16,435 18,187 294,432 305,930 | Total Group ..........-. 408.5 3941 44016 4,062.8 194,290 191,038 2,175,181 2,149,376 
Pere 19 2056 2,9125 3,031.0 82,340 88,313 1,249,903 1,300,309 | *Not included in totals. +November linage. “Two issues 1950; two issues 1949. "Smaller page size 1950; July-Aug. 1950 issues 


‘19 
*Not included in totals. {No December issue in 1950. 


combined. All Time editions had four issues both years. 


December Advertising Pages and Linage in Farm Publications 


Current Month Com- 
mercial Display Ex- 
cluding Poultry, 


-—Total Advertising, In ——Total yore, In Lines———. Classified and Live- 
an. 


Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Ne Jan.- stock, In Lines 
1950 9 1950 1949 1950 isa9 1950 
Farm Magazines 
Capper’s Farmer ...... 38.5 38.9 613.5 5811 26,181 26,438 417,173 395,11 157 25,352 
Country Gentleman ...... 88.8 86.2 1,176.6 1,198.7 60,351 58,598 800,083 815,116 58,420 56,542 
Fee 82.1 79.0 1,163.4 1,096.2 35,213 33,901 499,088 470,279 33,068 31,663 


*Farm & Ranch with 
, Southern Agriculturist: 


—Total Advertising, In Pages— Total Advertising, In L 

Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. 

1950 1949 1950 1949 1950 1949 1950 
Eastern Edition ...... 324 —— 4445 —— 22,049 oe 302,271 
Western Edition ...... 47.4 —— 5978 —— 32,241 a 406,524 

‘Progressive Farmer: 

Carolina-Va. Edition .. 66.5 60.1 956.0 838.4 45,233 43,751 650,054 
Ga.-Ala.-Fla. Edition 67.7 62.3 974.6 847.0 ,065 45,323 662,695 
Ky.-Tenn.-W. Va. Edition63.6 55.5 924.9 817.8 43,236 40,391 628,949 
Miss.-La.-Ark. Edition 62.9 55.4 929.1 807.1 42,751 40,358 631,789 


Current Month Com- 
mercial Display Ex- 


cluding Poultry, 
ines————.. Classified and Live- 

Jan.-Dec. stock, In Lines 
1949 1950 1949 
— 20,528 — 
— 29,360 _—- 

610,358 42,328 40,7. 

- 616,640 43,272 42, 
595,360 40,934 37,860 
587,601 40,254 37,494 
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Advertising Age, December 25, 1950 


Current Month Com- 
mercial Display Ex- MAGAZINES MONTHLIES SEMI-MONTHLIES 
cluding Poultry, 1950 
Total Adver Advertising, In bad tbe. Gee Sc Total Advertising, In Lines ———. Classified and. Live- 
1950 dan-Dec. stock, In ot 383,929  |DEC. 436,000 \NOV ESS 8 6/6,/63 
Texas Edition ....... 69.4 60.0 pod pind pn ban 679,901 625,349 43,523 39,719 12492 \NVEBS 427/64 \0CT RSS3§ 796,505 
*aver. 5 Editions ... 66.0 58.7 9569 833.9 44399 42,708 650,677 607,057 42,062 39,632 512,49. 2716 . 
ye gy vesss 83.8 78.2 1,167.1 1,102.6 37,688 35,183 525,218 496,168 36,349 - 33,868 me ne 
Total secseees 6233 575.6 8,905.1 8,147.9 383,929 "367,656 "5,494,950 5,211,968 363,305 345,584 367656 \pecl_)425,4/7 wait 020.518 
*Not aa in totals. ‘Separate publications 1949. “Smaller page size 1950. , 
Monthlies WEEKLIES DAILIES Caneel 
* Agricultural Leaders 
apsniaayene a —=mm $9524 M9 =—— == G55 OIF — = SS 
American Fruit Grower i: 17.1 17.9 3196 309.0 7,286 7,640 136, 131,618 7,141 7,460 123,360 NOV 47 928 NOVI 347935  \NOWES) 3/4 600 
merican Poultry nal: Ss ay 
Eastern Edition ..... 38.2 43.7 4618 438.9 16,387 18,749 198,099 188,271 6,183 8,251 156,496 \XTR 78668 OCT FE 395,069 |X ES 308,844 
Western Edition 2... tel 326 ak 3201 204s issea ias3s2 laisse Sisve 7608 949 194 194 
estern ition ..... . I { q é 5,876 7,608 
Arkansas Farmer ....... 10.9 88 165.0 115.0 8207 6,647 124,724 86,916 7,887 6,130 115,693 Nov) 46,874 Nov] 295,908 Nov] 286,123 
Better Farming Methods 27.4 16.0 460.4 3718 11,762 6,882 197,497 159,496 11,762 6,882 
Better Fruit .......... 127 101 179.5 1750 5,334 4264 75,382 73,525 5,334 4,264 Cunect Gust Genk 
Breeder’s Gazette ...... 138 156 2246 2348 6221 7,021 101,053 105,674 4831 5,391 ‘al Display Ex 
ccen ners GSS Hy OE HS A Mt Bs es ee eae - ss “ete tate 
attioman, M@ ......66 5 . . . . . A ’ ° i 
Farmer-gheshs peek ay 232 4005 34.0 17790 17'633 onal 276 65 16088 15913 ta fore ee Jan.-Nov. Nov, = 23 Jan.-Nov. Cote Te ‘tes 
armer- RRR ‘ . . A , . f . . Y : , . 
Florida Cattleman '... 50.9 45.4 514.0 4605 21,378 19,047 215,886 193,417 16,477 12,355 a eS eee 
Florida Grower ........ 20.9 17.5 215.6 196.4 14,223 11,958 147,571 134,196 13,741 11,278 | New England Homestead . 29.8 328 385.5 5 20,839 22,981 269,888 278,541 14,977 16,725 
Idaho Granger ......... 9.7 76 974 954 10,528 8.225 106,081 104,062 10,528 8.225 Ohio Farmer .......... 421 433 452.5 474.4 32,348 33,250 342,666 359,109 28,842 29,685 
Kentucky Farmer ...... 17.1 15.7 2411 2213 13,397 12,303 189,036 173,487 11,940 10,618 | Oregon Farmer ........ 35.1 33.8 4455 464.9 26, 25,572 336,826 351,431 24,654 23,624 
Michigan (farm News . «706 24 246) «26.6 04910 Ss«5,668 066 61,990 4,130 5,600 | *Oregon Grange Bulletin. 18.0 167 —— —— 19,572 18,172 —_ —— 19572 18,172 
Pennsylvania Farmer .... 31.7 33.6 456.0 433.6 24, 948 ,222 333,037 20,871 948 
& ae 7.7 116 1036 1013 5,590 8,429 75,449 73,710 5,296 5,998 | SUtah Farmer — = «am | we oe =— 26067 a 
shetien’s Agriculture . 69 68 77.3 736 3127 2,962 ‘714 «33,167 3,126 ~—s-2,962 Prairie jFarmer anaes 58.6 713.8 718.0 39,635 42,650 519,419 522,730 33,384 35,526 
ural New-Yorker .... 30.4 8 3519 21,434 23,863 312,489 275,125 17,378 19,755 
Garden ............. 27.1 38.5 462.7 489.5 12,217 17,365 208,235 220,291 7,642 12,392 Wallaces’ Farmer & Iowa - 
Ohio Farm Bureau News 9.9 118 1331 137.2 4,442 5,325 59,886 61,749 4,167 5,210 Homestead ......... 63.0 68.0 821.2 794.3 49,424 53,314 643,879 623,222 41,079 46,868 
Pacific Poultryman cess 373 36.7 433.4 389.5 16,002 15,761 946 ; 5,901 5,683 Washington Farmer .... 37.6 33.1 4511 452.7 28420 25, ; 342,303 26,188 23,111 
ne: : stern Farm Life ..... 25.2 26.6 346.3 355.3 19,731 20,877 271,470 278,569 18,023 
Eastern Edition ..... 48.0 45.5 557.8 531.5 20,601 19,499 239,290 228,002 9,426 9,149 t*Herdsmen Edition .. 23.9 24.1 311.9 303.7 18,747 18,900 ‘560 238,074 4,613 668 
Central Edition... 42.6 38.3 477.2 457.6 18,285 16,417 ‘738 196, 9,773 8,881 | Wisconsin ae 43.8 43.3 558.9 561.7 34,327 33,951 438,162 440,359 33,210 32,332 
Western Edition ..... 36.1 32.3 417.5 4039 15,497 13,876 179,122 173,274 9,028 7,715 BOOK 8255 105274 102505 “GIG1G3 G2OSI8 “78E50NS 7.795559 §51.199 
Southern Farmer ....... 59 7:3 978 1017 6467 8,055 107/583 111,925 5,179 6,756 | ictal Group... [HOS #55 16,327.4 102528 “G16.163 “629.518 th idanteth oe 
Southern Planter Spake 162 23.7 319.8 308.9 1,325 16.611 223,869 213.417 10.106 15,351 ncluded in totals. tLarger page size 1950. {This edition also carries all linage in n Farm Life. 
urkey World ......... } . . s 55,599 251,314 15,798 15,789 
Western Dairy Journal. 38.3 51.4 5012 16,114 21,574 064 289, 9,250 _ 8,390 Bt Weekliee—November 
Western. Livestock Journal 130.6 95.3 2,169.1 1,178.3 54, 1012 491,019 500,617 11,627 13,454 | Arizona Farmer ....... 52.0 700.7 649.9 43,190 39,297 $29,838 491,470 39,879 36,966 
yoming ockman- 
des sis as m5 US = -—— WS 13,908 ——  _—— 1570 10000 |, Setee Bie .... O46 Be eo oe ee Se SS = 74 
otieh lactoded ta toils. Whe December lam ‘Roremer fange. “Trohe inate 1980; bass Dairyman’s League News 10.9 112 1459 1034 7,959 8156 106,442 75,291 6,984 6,681 
, Total Group ....... 163.6 153.6 1,983.5 1,845.7 123,360 115,693 1,495,391 1,392,474 113,316 104,429 
Newspaper Monthly Farm Sections $ia Heme Homater, 1560; Goes Heme S5R 
Iowa Farm & Home s—N mbe: 
5 Register Pee dedk kis 13.7 15.5 269.5 276.0 14,604 16,527 287,242 294,104 14,190 15,820 Weeklies City ane ¥ 
Star Telegram Ranch’ & ae ew Oe eT Oe erastrsvees: .. 19.5 19.0 267.3 270.5 47,928 46,874 658,577 667,295 36,768 35,284 
Farm News ......... 21.1 17.6 204.7 225.0 22,428 18,746 218,064 239,659 17,556 16,817 | “Five issues hoth years. 
Total Group ........ “38.2 ~37.0 "541.6 ~ 556.4 40,397 — 39,128 ~ 572,849 ~ 589,087 “35,111 ~36,492 | Dailies—November 
M . | Chicago Daily Drovers 
Imre Dipay Be clOtOal sci ‘pegcec’ 220 953 5847 3128 82,911 75183 18.725 G6S,BIS 44622 48,143 
clu ‘oultry, 
Sata Advertising, in 0 Noa Teta! Advertisin In Lines —— Classified and Live- em Dally geteess «e+. 463 35.9 459.5 376.1 98,604 76,299 977,860 801,464 49,198 46,572 
ov. dJan.-Nov. L 3 -Nov. » i 
> “ee” Ibe” a ‘oe 7 be” wa tue ge tOamAR cesses SOL 437 M49.7 38L0 106,696 93,072 957,196 10,802 52,041 SLATS 
Semi-Monthly—November a Reporter ...... 28.1 24.1 me a sling __51,354 shi peat ee ioe nes 
American Agriculturist .. 20.9 22.3 298.4 290.1 15,228 16,234 217,291 211,193 13,280 14,256 Oe <<a a ee — oe tl ; = 
{California arene News 10.1 105 —— —— 11,305 11,798 — 10,050 11,560 | Canadian 
joraco ra 
hi le a 20.6 21.1 329.8 287.9 15,596 9) ’ 217,701 : , **Canadian Countryman . 33.3 36.7 404.5 447.1 23,344 25,684 283,318 312,946 114 
*Cooperative Digest .... 6.7 | a ca 2, rt} 206.268 wed ey ri} Country Guide, The .. 22.7 24.7 481.0 463.2 16,376 17,749 ‘ 3,487 16,376 17,749 
Dakota Farmer . 53.2 54.8 653.3 671.0 41,739 42,981 512,212 526,091 40,772 40,776 | ‘**Family Herald & Weekly Star: 
Farmer, The ...... 54.3 58.5 6931 720.5 42,536 45,827 543,297 564, 37,215 40,475 Eastern Edition ..... 113.2 106.3 1,018.6 965.4 113,192 106,328 1,018,785 965,583 84,453 73,209 
Hoard’s Dairyman 35.3 35.0 4422 425.6 25,709 25,505 322,036 309,932 21285 20,790 | _ Western Edition ..... 97.1 97.0 871.9 846.1 97,142 96,998 872, 846, 77,320 72,995 
Idaho Farmer ........ 37.7 36.2 468.2 .9 28,492 27,362 353,938 352,968 26,470 25,246 | Farm & Ranch Review ... 17.3 17.7 267.3 265.2 12,480 12,726 192,421 190,938 12,213 11,729 
Irdiana Farmer's Guide .. 21.4 19.5 277.1 270.9 16,746 15,252 217,199 212,423 12,440 11,619 | **Farmer’s Advocate & Home 
Kansas Farmer ........ 36.1 35.1 437.3 426.2 27,439 26,651 332,361 323,954 22,902 19,649 | , Magazine ........... 39.4 37.2 436.3 457.6 27,595 26,049 305,396 320,323 22,008 19, 
Michigan Farmer ....... 39.6 35.7 488.7 475.6 ,029 596 373,881 366,350 26,103 23,675 | Farmer's Magazine ..... 20.7 23.9 378 358.2 14,497 16,762 264,603 250,706 10,320 12,743 
Missouri Farmer ...... 58 60 77.4 776 4547 4697 59108 59,386 4235 4.273 | Free Press Prairie Farmer 119.9 127.5 1,222.0 1,363.2 131,868 140,249 1,244,157 1,499,489 85,971 84,558 
Missouri Ruralist ...... 24.8 29.8 360.9 344.3 18,855 22610 274,310 261,693 16,096 13,366 | ‘**Western Producer ... 49.8 582.3 53,327 31,064 587,350 623,252 34,332 31,064 
*Montana Farmer ...... 49.4 39.4 —— —— 37,373 29,754 oom — 30,345 22,661 Total Group ...... 332.8 306.2 3,280.3 3,298.5 314,600 286,123 "3,066,879 3,068,363 236,227 216,498 
Nebraska Farmer ....... 70.1 68.0 771.7 770.6 53,013 51,402 583,167 582,470 38,649 40,394 | **November linage, included in totals. “Five issues both years. *Five issues 1950; four issues 1949. 
‘Gazette’ Names Chilton Effect of TV on Magazine Advertising Walter Egan to Mathes Inc. | Biow Names Santacroce V. P. 


W. E. Chilton III has been named 
promotion manager of the Gazette, 
Charleston, W. Va. 


arom, 


cao 


en ae 


cs oe’ 


Appointed Vice President 


R. O. Lane has been appointed vice 
president of the Macklin Company, 
Jackson, Michigan, manufacturers of 
grinding wheels. Getting ahead in busi- 
ness like Mr. Lane are thousands of 
regular Wall Street Journal readers 
throughout the nation—executives and 
their aides who make or influence de- 
cisions on planning, production, sell- 


ing and buying. 
(Advertisement) 


Is Still Limited, Ad Managers Report 


WASHINGTON, Dec. 19—Advertis- 
ing managers of magazines say 
they are beginning to feel the 
effect of television, but add that 
it primarily is limited to the com- 
petition for new accounts and to 
certain isolated instances, accord- 
ing to the U. S. Chamber of Com- 
merce’s “Advertising News Letter.” 

The current issue of the publica- 
tion carries a compilation of data 
from,a recent survey of the adver- 
tising NR ES OS Re nS 
lications, half of whom replied. 

More than 60% of the respon- 
dents said that their advertising 
linage for the first three quarters 
of 1950 was up, as compared with 
the same period last year. The 
average increase was 15%. The 
remaining 39% reported linage de- 
creases, with an average decline of 
8%. 

About two-thirds of the respon- 
dents reported that rates have been 
increased—an average of 11%— 
although circulation increases were 
marginal. “Most established na- 
tional publications want to hold 
but not increase their circulation,” 
the news letter concludes. 


# Asked for suggestions for tech- 
niques which would increase na- 
tional magazine readership, the 
respondents stressed use of more 
illustrations, more color and pic- 
ture-story handling of material. 
Typical of the comments on cur- 
rent magazine problems volun- 
teered by respondents is the fol- 


Pues) pene uxfon ol whe Amerivan” 


lowing: 

“The problems of the national 
magazine publisher are no differ- 
ent in most respects than they 
have ever been. With the vast re- 
distribution of wealth that has 
taken place in this country, and 
the tremendous increase in the 
number of consumer units who are 
prospects for most merchandise, 
the primary problem of the ne 
lisher todav_ is to secure bro ‘oad 
OTN Baty Me 
ket. 

“The days of selective buying are 
virtually over, and those maga- 
zines which have not only a na- 
tional spread of circulation but 
good penetration at the local level 
should ultimately get greater rec- 
ognition.” 


Wilson, Haight Names Four 


Wilson, Haight & Welch Inc., | 
Hartford agency, has elected Law- 
rence C. Humason, president of the 
Humason Mfg. Co., Forestville, | 
Conn., as a director. R. Channing 
Barlow has been elected a vice-| 
president; Katherine Sheehan has 
been named assistant production 
manager, and Eleanor O’Brien has 
been named media supervisor. 


John Paley Named A. M. 


John Paley has been named ad- 
vertising manager of Herbert H. 
Horn Inc., Los Angeles, southern 
California distributor of Admiral 
Corp. He was formerly assistant 
advertising director of Eastern- 
Columbia department store. 


sate: ‘a 


Walter P. Egan, formerly with 


Thomas R. Santacroce has been 


Chain Store Age, has joined the} appointed vice-president in charge 


merchandising department of J. M. 
Mathes Inc., New York. 


of merchandising for Biow Co., 
| New York. He joined Biow in 1949. 


... Tidings of Great Joy 


THIS IS ONE of the many excellent 
poster designs made available by 
GOA. These special designs give 
you quality advertising in mini- 
mum quantity...and for mini- 
mum price! Ask your GOA repre- 
sentative to show you a design 
adaptable to your advertising pro- 


1950 


1925 


Silver Anniversary Year 


gram. You’ll find it’s also adapt- 
able to your advertising budget! 
General Outdoor Advertising Co., 
515 S. Loomis St., Chicago 7, Til. 
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Weiss Corrects Record 
on Dealer Influence 

To the Editor: G. D. Crain Jr. 
always writes persuasively and 
with a high degree of sound bus- 
iness acumen. His column in your 
Dec. 4 number, titled: “Trade 
Franchise Is Important, Too” still 
further nails down his deserved 
reputation for intelligent comment 
on the passing business scene. 

I imagine it is only natural, 
when one has delivered a talk run- 
ning into perhaps 3,000 words, to 
feel that an abbreviation running 
to only a few hundred words—and 
at no point actually quoting from 
the talk—might give a bit lop- 
impression of what the 


for the record, I wonder whether 


Did Profitable Hobbies 
OR YOU? 


The answer is “Yes” ]¥ 
you wereamong the 200 
mail order advertisers 
who ran keved copy in 


July Profitable Hobbies. 
mores It’s high time you dis- 
amount ol iz | covered this profit pro- 
received from | ducing mail order mag- 

Frnt Linker | azine! 100,000 ABC! 
' Pennsylvania | Write for sample copy 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


This department is a reader’s forum. Letters are welcome. 


you would permit me to point out 
that: 

1. Nowhere in my talk before 
the Chicago Tribune forum did I 
say that the trade franchise was 
unimportant. I simply said that it 
was declining in importance. 
There’s an ocean of difference. 

2. As Mr. Crain correctly points 
out, I was talking particularly 
about the declining importance of 
the trade franchise among a small 
group consisting of our largest re- 
tailers. But when Mr. Crain pro- 
ceeds to remark that “Mr. Weiss’ 
conclusions may be interpreted by 
many as applying to all trade rela- 
tions,” I think he will agree that 
that might not be an entirely valid 
reason for him to proceed as 
though I had actually taken that 
position. I didn’t. Mr. Crain, him- 
self, says I didn’t. Why, then, ana- 
lyze my talk as though I did? 

3. I would be the last to deny 
that “leading merchants can and 
do play an important role in en- 
hancing the position of the nation- 
al brand.” But I believe that this 
role is played by these merchants 
primarily with relationship to the 
strength of the consumer franchise 
built up by the manufacturer. At 
the same session of the Chicago 
Tribune forum, Gerald Kaye, vice- 
president of Bruno-New York, in 
response to a question on this 
very point, remarked: “The big 
retailers will love you when they 


siderap 


$e 
-_ ‘ 


need you; they’ll fall out of love 
the second they think they can do 
without you.” Their “need” for 
the advertised brand is in ratio to 
its consumer standing. . 

4. When I urged advertisers to 
“put every advertising dollar into 
consumer advertising”—I probably 
didn’t make myself sufficiently 
clear to Mr. Crain, and that’s my 
fault. I wasn’t urging manufac- 
turers to take money out of bus- 
iness paper advertising and put it 
into consumer media. To the con- 
trary, I was urging advertisers to 
stop wasting money trying to 
“bribe” their way into the good 
graces of the larger retailers with 
P.M.s, special allowances of some 
20 types that I listed, etc.—and to 
use this money, instead, in con- 
sumer advertising. I really don’t 
believe that Mr. Crain opposes that 
suggestion. My point was that 
bribery doesn’t win a trade fran- 
chise with large retailers—because 
it simply invites a competition in 
bribery. Does Mr. Crain disagree? 

5. Mr. Crain and I are in com- 
plete agreement when he con- 
cludes: “Building a consumer 
franchise ought to involve a simul- 
taneous development of the strong- 
est trade acceptance and coopera- 
tion.” Who could quarrel with that 
observation? I’m a bit puzzled, 
therefore, to see that this conclud- 
ing note in Mr. Crain’s excellent 
column is thrown at me in almost 
a defiant gesture. 

I find that whenever I talk or 
write about the growing impor- 
tance of the consumer franchise— 
because of the growth of large- 
scale retailing, because of robot 
retailing, because of store-con- 
trolled brands, etc.—that some 
trade paper people become miffed. 
The conclusion seems to be that 
when one emphasizes the consum- 
er franchise one is simultaneously 
saying that the trade franchise has 
become utterly valueless. 

That isn’t so at all. That isn’t 
my position. That isn’t my belief. 
And neither does it represent my 
practice. 

The fact is that if manufacturers 
were to invest more in business 
paper advertising, smartly planned, 
they would win a stronger trade 
franchise than by misguided ef- 
forts to “buy” distribution. So 
when Mr. Crain captions his Dec. 
4 piece “Trade Franchise Is Im- 
portant, Too,” I say: “Correct. But 
not as important as it was.” 

E. B. WEIss, 

Director of Merchandising, 

Grey Advertising Agency, 

New York. 


Opinions Vary on 
Gimbel’s Manure Ad 
Taste db Sindy Bie al Re 
e interest I read your re- 
cent editoria? captioned “Fun is 
Fun, and All That...” Frankly, I 
am amazed at your editorial wis- 
dom which “wonders whether this 
bit of cowplay is the sort of thing,” 
etc. 

It is abundantly evident you and 
your associates are not suburban 
gardeners or even small-time 
farmers. 

For the past five consecutive 
years, I have told my family, really 
in all seriousness, the best Christ- 
mas present they could give me 
would be one ton of good cow 
manure. 

Being as I am an organic gar- 
dener, please let me tell you that 
we Auers garden with extraordin- 
arily fine results. 

You must realize most big farms 
contiguous to metropolitan centers 
like New York nowadays use mod- 
ern tractors. The one element of 
inventiveness lacking in this mod- 
ernity is that no one has yet de- 


ba : . 


veloped a tractor that will pro- 
duce manure. 

Hence, it is an ever so scarce 
and valuable article. After much 
pleading I managed upon an early 
occasion to get but a single ton 
from some outfit in the far reaches 
of Brooklyn. Much to my anguish, 
over three-quarters of the product 
delivered was nothing more than 
sawdust. 

Just prior to the pretty and 
shiny page cow advertisement of 
Gimbel’s, I managed through the 
sheerest break of good luck, to be 
able to purchase five tons. The 
cost of this per ton was consider- 
ably more than that charged by 
Gimbel’s. 

You would really be surprised 
how many people there are who 
take their gardening or small- 
farming seriously and were con- 
scientiously interested in the Gim- 
bel’s advertisement. 

Roger Ferger, publisher of the 
Cincinnati Enquirer, saw the Gim- 
bel ad while here in New York. 
He carried it back to Cincinnati 
against the day and time he, too, 
might not be able to secure any lo- 
cally and be in further need of this 
all-important product so essential 
in the development of “pay dirt.” 

Why be squeamish? One fine day 
you, too, may awaken to the reali- 
zation Gimbel’s, through this par- 
ticular and to you, somewhat ques- 
tionable newspaper ad, were doing 
a real service to a not inconsider- 
able portion of the residents of the 
suburban communities contiguous 
to New York City. 

Due to the scarcities thereof and 
the high costs of labor, the product 
naturally is more than somewhat 
expensive. 

I am reminded of a remark made 
not long ago by a friend. At my 
urging he, too, had bought a ton 
of this particular cow product. 
When he received a bill of some- 
what startling proportions, he re- 
marked: “I wonder why a cow 
bothers to give milk?” 

So you see, your “stuffy outlook 
on advertising” really ought to 
broaden. 

GEORGE J. AUER, 

Vice-President and Sales Man- 

ager, Moloney, Regan & 

Schmitt, New York. 


To the Editor: Your questioning 
of the effects of Gimbel’s manure 
ad is timely. Too many admen are 
trying to shock instead of sell de- 
cently. 

As you say, those responsible 
for this cow-dung promotion no 
doubt had to hold their sides from 
laughing—but I bet customers in 
the lace-panty or mink depart- 
ments held their noses. 

Isn’t it the aim of advertising to 
establish in the mind of buyers 
a favorable fixed opinion regard- 
ing its service and wares? And 
isn’t it true that once the cus- 
tomer has made his decision, he 


it? 

Anything that upsets that con- 
viction is an irritant—and irritants 
are only of value in advertising for 
getting attention. It is difficult to 
see how an unfavorable attention 
can result in the advertiser’s fa- 
vor, if it changes our opinion of 
the store’s atmosphere. 

We want the stores with whom 
we do business to stay in line, 
where we put them. This expect- 
ancy brings them more business. 
The same as we look for banks in 
the financial section—find 10¢ 
stores close together—jewelers in 
their location—and second-hand 
shops on their streets—so do we 
think of a department store as 
sticking with its kind. Birds of a 
feather, as it were. When Gimbel 
leaves its field and mushes around 
behind the barn, our sense of fit- 
ness is upset. 

It might be fun to watch a load 
of manure dumped in Tiffany’s, 


PR par, a Bie OE EE 


Advertising Age, December 25, 1950 


but I’m afraid it would take a long 
time for the stench to be removed 
from all the jewels. It just seems 
impossible to imagine anyone 
bringing on such a _ condition 
through their own efforts—but 
Gimbel’s did it! 
P. M. JAQUES, 
Wrentham, Mass. 


Well, It's One Way 
To the Editor: An interesting 
arrangement—from a recent mag- 


azine. 
“Love me—or else’? 
CLARENCE N. JOHNSON, 
Reincke, Meyer & Finn, Chi- 
cago. 


Case of the Missing Model 

To the Editor: My curiosity has 
been aroused. 

In your picture of the Pontiac 
models in your issue of Dec. 4, 
1950, who’s that standing behind 
Mr. Kimball? 

S. ToRoBIn, 

Senior Account Executive, 

Schneider, Cardon Ltd., Mont- 

real, Can. 

One of the Pontiac models—and 
beautiful—but tall ad manager 
Kimball apparently carries through 
on a complete coverage program. 


He Says It with Flowers 

To the Editor: You rate orchids 
for “The Eye and Ear Department” 
in your issue for Nov. 27 [Texaco’s 
presentation of opening night at 
the Met]. It was superb! 

And it is good to know that the 
staff of an advertising magazine 
includes such intelligence. 

F. A. SPOLANE, 

Fred’k A. Spolane Co., New 

York. 


Heads SKF Industries 


Richard H. DeMott has been elected 
president of SKF Industries, Inc., Phil- 
adelphia, manufacturers of ball and 
roller bearings. Mr. DeMott and 
261,580 other men of action through- 
out American business read The Wall 
Street Journal daily. 

(Advertisement) 
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G. D. Crain Jr. Says... 


~ Why Mandatory Retirement at 65? 


Newspaper accounts of the 50th 
anniversary celebration of the Ben- 
jamin Electric Mfg. Co., of Des- 
plaines, Ill., one of the leading 
manufacturers in the lighting 
equipment field, included mention 
of the fact that one of the founders 
of the company, Walter D. Steele, 
is its active president at 80. 

The heads of two of the greatest 

merchandising companies in the 
world, Sears, Roebuck and Mont- 
gomery Ward, are well beyond 70. 
So are the principal owners and 
executives of the Great Atlantic 
& Pacific Tea Co. Many of the 
active heads of leading publish- 
ing and advertising companies are 
well past 65, the age at which re- 
tirement becomes mandatory un- 
der the terms of many of the pro- 
grams established by large and 
important companies. 
s These men are typical of an age 
when life expectancy, as the re- 
sult of improved hygiene, better 
foods and nutrition, the develop- 
ment of wonder drugs and a high 
level of medical, nursing and hos- 
pital care, has been greatly ex- 
tended. Marketing men are well 
aware that older groups in the 
population are increasing rapidly 
in number, and are directing many 
of their most successful appeals 
to them. 

At present one of the greatest 
problems of the country, in its 
mobilization program, is man- 
power. The president says that 
older people must be called on to 
contribute their efforts to the job 
of building an impregnable defense 
for America. Why, then, should 
business continue to retire its ex- 
ecutives automatically at 65, pro- 
vided they are able and willing 
to continue to contribute their ex- 
perience, ability and energies to 
their companies’ and their coun- 
try’s welfare? 


a Retirement at 65 has been estab- 
lished as company policy largely 
as the result of this age being 
fixed as the date when social se- 
curity benefits become available, 
and some company plans have 
been formed with these govern- 
ment payments included in the 
total income available to those par- 
ticipating in retirement programs. 
But social security is a tragic mis- 
nomer for practically everyone, 
since the benefits which it estab- 
lishes are ludicrously inadequate 
for the maintenance of even bare 
subsistence. 

Some people welcome retire- 
ment at 65, or even earlier, if com- 
pany plans are sufficiently liberal. 
Many others, especially executives 
of successful businesses, reach this 
age at the peak of their energies 
and abilities. If they are auto- 
matically retired, they usually en- 


active and to enjoy the satisfaction 
of positive accomplishment. 


= In view of the national needs, 
as well as the greater difficulties 
which business in an era of ex- 
pansion encounters in finding a 
sufficient number of qualified ex- 
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ecutives to handle the tasks con- 
fronting it, is there any good rea- 
son to refuse to use the great asset 
represented by the contributions 
of those over 65? In many cases 
they were largely responsible for 
the success of the companies from 
whose service they are involun- 
tarily retired at that period of their 
careers. 

From many standpoints, this 
looks like a waste which neither 
business nor the nation can easily 
afford. From the standpoint of 
many individuals, it represents 
a termination of many of the activ- 
ities which have made life satis- 
fying and worth while. If life be- 
gins at 40, it probably doesn’t end 
automatically at 65. 


Art-Copy Opens N. Y. Office 
Art-Copy Advertising Agency, 

Newark, has opened a New York 

office at 104 E. 40th St., with 


Xmas Ad-vice 


At Christmas deck your ads with holly leaf 
To greet each reader on this happy day, 
And make him pause to read; give no relief 
From your “Promotion Offer” big display. 
Now tell him that your store sells “Happiness,” 
You offer Easy Terms to help him buy 
To lift him from the life of dreariness 
Surrounding him without your products nigh. 
Then make remorse attack without surcease 
And fill his heart with gnawing buying-pains, 
Assuring that his soul will have no peace 
Until he buys the goods your ad proclaims. 
Then through the year he’ll curse your credit man 
Who put him on your Easy Payment Plan. 
—Jack Hollenbeck, Advertising Manager, 
Colotyle Tyle-Bord Inc., Seattle. 
Editor’s Note: AA's Poetry Corner is all yours, dear reader, to express 


your real self on subjects more or less related to the advertising scene. No 
compensation involved. 


Mary Elizabeth Lanpher, account | Radisson Names Lundberg 
executive, in charge. Miss Lanpher Marjorie H. Lundberg has been 
was formerly in the New York/ named director of advertising and 
sales promotion and advertising| public relations of the Radisson 
department of Allied Stores Corp. | Hotel, Minneapolis. 
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Annual Sets Ad Rates 


Advertising rates for the next 
edition of Photography Annual 
(publication date to be announced 
soon by Ziff-Davis Publishing Co., 
New York) will be $2,000 for a 
b&w page and $3,300 for four 
colors. A two-color page will cost 
$2,235. The annual will have a 
guaranteed distribution of 400,000 
copies. 


Sponsors News Broadcast 


The Washington Co-Operative 
Farmers Assn., Seattle, producer of 
Lynden brand canned turkey and 
chicken products, is sponsoring a 
news broadcast by Chet Huntley 
over 10 West Coast stations of CBS 
at 5:30 p.m., Sundays. Pacific Na- 
tional Advertising Agency, Seattle, 
handles the account. 


| 


ae Read regularly by 18,000 of “cam 
~ Pt mamas > 
= MAINE... NEWS § 
@ include it in your advertising plans. 
= MAINE FARM euraunews © 
= 22 Monument Sq., Pertiand, Me. na 
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YOU DON'T KNOW 


Sil Kubvah 
_.. BUT WE DO 


He's One of 4,000 Employees 
At International Harvester 


in Indianapolis .... 


AND HE'S ONE OF OUR 354,000* SUBSCRIBERS 


Bill and his fellow workers at International Harvester's truck engine plant in Indianapolis are well paid and steadily 
employed. They . . . and thousands of others working in scores of diversified industries in the Heart of Hoosierland 
. . - offer a rich and responsive market for every type of product. 


That's why Marion County has an effective-buying-power average of $5,705 per family} . . . why it stands eighth 
among the nation's 32 largest metropolitan counties in both effective buying power and retail sales per family! 


wt. 


OE TANS Wy Gur Promise mithees or the Bn -Rabuwt cin haves cemethiag lodt..cxerAer. luxuries after. necessities 


have been bought in generous quantity. That's why Hoosiers are buying new cars, refrigerators and television sets. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMIT 


H COMPANY ca 


*Publisher’s statements, 6 months ending September 30, 1950 
tSales Management's ‘Survey of Buying Power.” 


NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
/THE INDIANAPOLIS NEWS 
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No. 3833. Selling to Government 
Institutions. 

How to sell to government 
agencies, both military and civil- 
ian, major categories of food prod- 
ucts, supplies and equipment pur- 
chased, methods and procedure to 
be followed for soliciting and ten- 
dering bids are told in this new 
survey available from Institutions 
Magazine and Institutions Catalog 
Directory. It also contains specific 
information as to how advertising 
fits into government buying. 


No. 3834. New York Medical Mar- 
ket. 

The Medical Society of the State 
of New York offers this brochure 
containing data on the state’s medi- 
cal market served by its two pub- 
lications, New York State Journal 
of Medicine and the Medical Di- 
rectory of New York State. Data 
include a county breakdown of 
the state showing the population, 
number of doctors, drug stores, 
hospitals and annual prescription 
sales. 


No. 3835. Folder and Packet of 
Useful Samples. 

New ideas on point of purchase 
advertising, plus a collection of 
useful samples, are given in this 
folder describing the uses of 
Kleen-Stik moistureless labels 
manufactured by Kleen-Stik Prod- 
ucts Inc., Chicago. 


No. 3836. Market Data on the 
Quad-Cities. 
Retail sales statistics and the ef- 
fective buying income of families 
in the Quad-Cities market (Rock 


Island, Moline, East Moline, ILL, | 


and Davenport, Ia.) are presented 
in this folder published by The 
Moline Dispatch and The Rock 


Information for Advertisers 


Island Argus. Also given are cir- 
culation figures showing the cover- 
age by these two newspapers of 
this market. 


No. 3838. Analysis of the Atlanta 
Negro Market. 

Market data on the Negro lis- 
tening audience served by Station 
WERD of Atlanta is given in this 
study entitled “There’s Money in 
WERDville.” Population figures, 
housing, buying and radio listening 
habits are included in the study. 


No. 3840. Baton Rouge Market 
; Facts. 

Statistics on retail sales, indus- 
try, employment and population in 
the Baton Rouge market area are 
contained in this market study 
published by the State-Times and 
Morning Advocate. Data showing 
circulation and family coverage 
are included. 


No. 3843. Industrial Cafeteria Sur- 
vey. 

Data on present condition of in- 
dustrial cafeterias and their facili- 
ties are given in this survey offered 
by Institutions Magazine. It in- 
cludes facts on buying habits and 
personnel, number of meals served, 
and plans for future expansion of 
in-plant feeding facilities. 


No. 3845. Data on Station KARK. 
Data showing the coverage of the 
Little Rock, Ark., market by Sta- 
tion KARK are presented in this 
folder. Containing numerous charts 
and tables, it gives statistics on the 
station’s day and nighttime listen- 
ing audience, county penetration, 
coverage of 19 county shopping 
areas and cost per thousand fami- 


lies. 


Note: Inquiries for the items listed above will not be serviced beyond Feb. 5. 


USE COUPON TO OBTAIN 


INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


NAME 


TITLE 


HELP WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
*AND* 
Writers, Publicity, Public Relations. Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


A leading trade magazine, published in 
the South, has an opening for a thorough- 
ly experienced woman as associate editor. 
Experience should have been gained on a 
trade paper, and should include all the 
operations necessary to getting a trade 
magazine to press. 

Box 3516, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Advertising Manager 
Machinery Mfg. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 17-2063 Chicago 4 


Layout Artist—Splendid opportunity with 
Ohio agency for top notch man capable 
of lettering & finished illustration. 
Box 3530, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Agricultural Copywriters ....Agcy opening. 
Agric. degree required. Exp. writing 
farm equip. adv. copy ....$4,200-$10,000 

Sales Promotion Mgr-Copywriter ....Beauty 
Supply exp. Distributor prom....$9,000 

Pub. Relations Asst. ...Pub. Health exp. 
Gen, publicity, fund raising....to $6,000 

Pub. Relations Woman ....Edit. exp. Know 
Home Permanent field 

Ask for ELINOR KENT 
MONARCH PERSONNEL 

28 E. Jackson WA 2-9400 Chicago 4 

For the right woman—there is an open- 

ing in our organization for an experienced 

woman to serve as associate editor on a 

leading trade publication—must have at 


of trade-paper work—reporting, copy 
reading, layout, proof reading, and make- 
up. This opening is not in New York, 
and no beginner need apply. 

Box 3515, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SEASON’S GREETINGS 
We extend our sincere wishes for a 
Happy Holiday Season and every success 
in the New Year. 
We thank our clients, both employers and 
employees, for our measure of success 
throughout this year. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
185 N. Wabash Fr-2 0115 
POSITIONS WANTED 
SPACE SALESMAN Executive type, in- 
tumate knowledge lumber, hardware, gro- 
cery and building materials markets. Suc- 
cessful, practical experience, space saies, 
field sales, merchandising, advertising 
and direct mail sales. Any territory witn 
sales potential to support $10,000 a year 
executive an acceptabie challenge. 
Box 3519, AUVEXKTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Energetic, experienced young man, 25, de- 
sires industrial advertising position Muicni- 
gan or Wisconsin. Fine background adv., 
sales promotion, industrial editing. Mis- 
souri graduate, married, draft exempt. 
Box 3527, ADVERTISING AGE 
20u E. illinois St., Cnicago 11, 1. 


Chicago 


COMPANY 


ADDRESS 


CITY & ZONE 


STATE 


Layout Artist seeks steady or free-lance 
work. Produces clean crisp layouts, some 
finish and smart stylized lettering. 

Box 352s, ADVERTISING AGE 

20u E. Illinois St., Chicago 11, Ll. 
Artist. Men, boys, home furnish., Hard 
and soft lines. Layout markup. Dept. 
store backgrd. Chicago only. Vet 30. 
Want ch 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
johs, in all salary brackets_and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


Box 3529, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
NOW - 1951 IDEA CALENDAR - $2.00! 
14 Big Pages of Timely Ideas 
Roy Jacobs, P. O. Box 162, Washington 
Bridge Station, New York 33, New York 


Will receive letter applications for 
position as Executive Secretary. 
Short resumé of qualifications de- 
sirvédy* Base «sale. -~plus * menting 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 4Q per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
ceding publication date. Display classified takes card rate of $1).25 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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least two years’ experience on all phases tr 


Advertising Age, December 25, 1950 


WANTED — A MARKETING RE- 
SEARCH MAN. Here’s the answer 
to opportunity and to personal prog- 
ress. One of the most prominent and 
widely known American pharma- 
ceutical manufacturers, located in the 
Midwest, needs the right man with a 
background in marketing research 
to set up and develop a department. 
This is an immediate opportunity 
which is offered preferably to the 
man with ethi pharmaceutical 
marketing experience. We would 
prefer a man between the ages of 25 
and 40, enjoying good health and 
reasonably exempt from military 
service. He will be a man of ambi- 
tion, vision and independent judg- 
ment, with the personality and ability 
to get along with other department 
heads with whom his work will co- 
ordinate. Write in confidence stating 
age, education, marital status, busi- 
ness experience, military status, etc., 
pending personal interview. Address: 
Suite 1228, 30 West Washington St., 
Chicago 2, Illinois. 


RALSTON PURINA 


COMPANY 
Has an 0} for a man 26 to 30 years 
of age to work in our Public Relations 
De 


artment. 
ollege degree in agriculture and some 
aining in journalism is necessary, a 
rural background essential. Work consists 
of creative writing and developing new 
Public Relation programs to acquaint in- 
fluential agricultural oups with our 


ea _ 4x: + is an bey 
re) n or the r man. ress 
rs. Heacock, Ralston Purina Co., 


St. Louis 2, Mo., giving age, draft status, 
and complete details. 


Lockwood-Shackelford Adds 3 


MacAlan Gardner and Ruth 
Brown Ward, both formerly with 
Lockwood-Shackelford Co., San 
Francisco, have been named ac- 
count executives of Buchanan & 
Co., San Francisco. Joan Hartley, 
formerly with McCann-Erickson, 
San Francisco, has joined the agen. 
cy as a copywriter. 


Two Lees V. P.s to Retire 


John H. Halford and Earl B. 
Morgan Sr., vice-presidents of 
James Lees & Sons Co., Bridge- 
port, Pa., carpet firm, will retire 
on Dec. 30 under the company’s 
pension plan mandatory age limit. 
Mr. Halford has been with Lees 
_ 1913, and Mr. Morgan since 


Haines to Sloane-Blabon 


Melvin W. Haines has been ap- 
pointed to the newly created post 
of merchandise manager of Sloane. 
Blabon Corp., New York, manu- 
facturer of smooth surface floor 
coverings. He was formerly with 
Armstrong Cork Co. 


Universal Names Paschall 


Universal Electronics Sales 
Corp., Philadelphia, marketer of 
Universal Reelest tape recorder, 
has named Robert H. Paschall, for- 
merly sales manager, as vice-pres- 
ident in charge of sales. 


Names Frank Helderman 


J. Frank Helderman, circulation 
manager of the Herald (morning) 
and Journal (afternoon), Spartan- 
burg, S. C., has been named busi- 
ness manager of the two papers. 


Seitzer Joins KMTV, Omaha 
Bob Seitzer, formerly with Sta- 
tion KFAB, Omaha, has joined 
the promotion department of tele- 
vision station KMTV, Omaha. 


earnings. Address Indiana Society 
of Professional Engineers, 524 K. 


oughly—AND GET RESULTS! 


of P. Bldg., Indianapolis 4, Indiana. 


BSE! PE OK Se OR RM en ore 


New York Representative Wanted: Profes- 
| sional Publication carrying largest adver- 
tising volume in its field has opening for 
sales representative due to retirement of 
one key member of sales staff who has been 
on territory for nearly 20 years. Salary and 
bonus arrangement will satisfy man capable 
of selling and servicing top accounts. Our 
men know about this advertisement. In ap- 
plying, send letter of qualifications, present 
employment and salary. Reply Box 7772, 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


SALES MANAGER 
Headquarters: 
San Francisco 


We manufacture a necessity. As a pack- 
aged food product, it is scld to consumers 
through grocers, and to grocers through 
wholesalers. It is also sold in larger units 
to a wide variety of industries. 

Our head office is in San Francisco; 
branches in Los Angeles, Seattle and Port 
land. For‘y men in the sales force—many 
with years of experience with us. This is 


a sales management job that requires . 
ty. 


high order of understanding and abili 
But it will be Tewarding in every way to 


the right man. Reply, in complete con- 
fidence, to Box 7771, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill, 
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$10,000,000 Annual Egg and Poultry 
Ad Budget Sought by Grower Group 


San Dieco, CAL., Dec. 20—The 
San Diego County Farm Bureau’s 
year-long attempt to organize a 
$10,000,000 annual national adver- 
tising campaign to promote great- 
er consumption of eggs and poultry 
has moved a step nearer actuality. 

Warren K. Hooper, county dele- 
gate to the American Farm Bu- 
reau. Federation convention at 
Dallas, which ended last Thurs- 
day, reported the federation’s na- 
tional poultry department agreed 
to study the proposal and to go 
over it thoroughly at the depart- 
ment’s meeting in Chicago next 
February. Herbert Alp, of the de- 
partment’s Chicago staff, was dele- 
gated to do the research. 

Edward C. Clark, executive sec- 
retary of the San Diego County 
Farm Bureau, explained that his 
group has circularized farm edi- 
tors and poultry men throughout 
the nation in regard to the plan 
and has obtained a favorable re- 
sponse. 


s Such a program could be fi- 
nanced by a half-cent per chick 
assessment on hatcheries or grow- 
ers and administered by such 
agencies as the Poultry & Egg Na- 
tional Board or the National Baby 
Chick Assn., Mr. Clark explained. 

“More and more poultry men are 
beginning to realize,” he said, 
“that the job done by such groups 
as the American Meat Institute and 
the National Dairy Council for 
their respective fields is a crying 
need in the poultry industry.” 

Mr. Clark said poultry men here, 
who have sparked the drive for a 
national program, conferred re- 
cently with Frederic R. Gamble, 
president of the American Assn. of 
Advertising Agencies, on the pro- 
gram. 

“He told us it would be a rough 
row to hoe, but to go ahead with 
it, and predicted we would succeed 


eventually,” Mr. Clark said. He 
added that the advertising execu- 
tive suggested that such a program 
would have to be tied in with a 
“definition of a fresh egg.” 


w The farm bureau official said 
the program for increased egg con- 
sumption is given added urgency 
by scrapping of the federal price 
support program Jan. 1, a move 
which the bureau urged but which 
may have an unsettling effect on 
prices for a time. (In the Chicago 
market, egg prices fell to 52¢ a 
dozen for the top grade on Dec. 
19, 23¢ lower than the 30-year high 
which-was set a week earlier.) 

The immediate problem in the 
egg industry is to increase con- 
sumption to a point where the 
eggs that the government has been 
buying will move through normal 
trade channels. 

“At the rate of government buy- 
ing in 1950, this would require an 
increase in annual per capita con- 
sumption of only 24 eggs,” Mr. 
Clark declared. 

He said one of the major dif- 
ficulties in setting up the promo- 
tional program is that “there are 
6,000,000 egg producers in the 
United States—the majority being 
small farm flocks in the Midwest. 
The variations with which those 
small flock eggs move into the 
commercial market have a lot to 
do with fluctuations in egg prices. 

“We believe we have the ground- 
work well laid, but when you 
realize that 6,000,000 producers 
have to be sold on an organiza- 
tion you know that we have a 
selling job to do.” 

Mr. Hooper discussed the plan 
with representatives of the huge 
Delmarva Peninsula (parts of 
Delaware, Maryland and Virginia) 
producing area at the Dallas con- 
vention and obtained a favorable 
general reaction. 


Sixth Annual ‘Herald Tribune’ Report 
on Readers’ Buying Habits Is Published 


NEw YorK, Dec. 19—The New 
York Herald Tribune documents 
its contention that a quality audi- 
ence buys greater quantities of 
consumer goods, regardless of unit 
price, in its sixth edition of “The 
Continuing Study of New York’s 
Best Market.” 

The 40-page brochure covers 
alcoholic beverage, toiletries, drugs 
and household equipment and ap- 
pliance purchases by Herald Trib- 
une readers. 

In addition, the study shows data 
on incomes, occupations, invest- 
ments, home ownership, appliance 
ownership, sports, hobbies, books, 
clothing expenditures and other 
characteristics of the market served 
by the paper. 

Information on future purchase 
plans also is included. A total of 
42% of Herald Tribune home own- 
ers, for example, plan to buy 


equipment and appliances within 
the next year, with clothes washers 
and refrigerators at the top of the 
“expect-to-purchase” list. 

Copies of the report are avail- 
able from the market research de- 
partment of the Herald Tribune. 


Forms Charm Institute 


Charm Institute, 404 Fifth Ave., 
New York, has been formed to “re- 
ward outstanding examples of 
charm,” according to Jack Gran- 
by, executive secretary of the new 
organization. Mr. Granby will 
head a staff of field representa- 
tives whose task it will be to 
search out those personalities or 
products deserving of Charm In- 
stitute’s annual awards. 


Lovick Agency Moves 
James Lovick & Co., Toronto, has 


moved to new offices in the Brit- 
ish American Oil Bldg. 


" 


to sell 16,000 top Furniture and 
Department Stores, use... 


] HOME 
! FURNISHINGS 


1170 BROADWAY, 


NEW YORK 1, N. 


HOW PERFECT CAN YOU BE? 


Re tees creme NO pert te arte are farts a pe termemee tetwee, 
estan and New Vor daring She pet AP mente fe he mat et ching, 


HOW PERFECT?—The New York, New Ha- 
ven & Hartford Railroad ran this 1,000- 
line institutional ad—the first since the 
recent personnel shakeup (AA, Aug. 21)— 
in 15 Massachusetts and Rhode Island 
dailies. Chambers & Wiswell, Boston, is 


the agency. 


Becomes ‘Brooklyn Daily’ 

The Brooklyn Weekly, started 
13 years ago, in New York, has 
become a daily with its Dec. 11 
edition. Printed in two colors, with 
a distribution of 25,000, it is the 
only Brooklyn morning tabloid, ac- 
cording to co-publisher Albert 
Klass. 


Gipps Brewing Decides on Christmas Gift 
Appeal to Overcome Winter Beer Slump 


Peoria, Dec. 19—Gipps Brewing 
Corp. has launched an intensive 
“give a case for Christmas” drive 
to boost sales of Gipps Amberlin 
beer at a time when cold weather 
normally reduces consumer pur- 
chases. 

Newspapers, radio, outdoor, 
transportation ads, direct mail, in- 
store promotion and other mer- 
chandising aids are being used in 
the brewery’s intensive gift pro- 
motion. 

First step in the holiday cam- 
paign was the designing of an at- 
tractive red and white cardboard 
wrapper which slips over a 12-can 
case. The wrapper, supplied to 
dealers so that current inventory 
could be arranged in merchandise 
displays, is pictured in all news- 
paper, outdoor, bus card and di- 
rect mail ads. 


w An intensive newspaper sched- 
ule of 880- and 120-line ads in 
Peoria, radio spots and station 
breaks plugging the slogan, “give 
a case for Christmas,” and bus and 
newspaper copy with the same 
theme broke last week. 

In addition, the brewery has 
sent a letter to every home in 
Peoria over the signature of Harry 


J. Kreuger, president of Gipps. 
Copy cited the 12-can cartons as 
“appropriate gifts for casual 
friends” and reiterated the home- 
town appeal used in previous cam- 
paigns (AA, May 8). 

Letters and stuffers also were 
sent to all employes to emphasize 
that if Gipps sells more beer, jobs 
are more secure. 

Arbingast, Becht & Associates 
handles the account (AA, Dec. 18). 


Kellogg Offers Premium 


A ten-piece magic Change-O 
disguise kit is the first 1951 pre- 
mium for Kellogg’s Pep. Contain- 
ing material for dozens of dis- 
guises, the kit will be available for 
one Pep box top and 25¢. Promo- 
tion, through Kenyon & Eckhardt, 
New York, will be via TV commer- 
cials on “Tom Corbett—Space 
Cadet,” radio spots on 200 stations, 
merchandising and dealer-aids. 


From your color transparencies 
or artwork— 


RABBIT COLOR PRINTS. 
Very short run, 10 to 200, full 
size to 16” 


270 Park Avenue, N.Y.C., Murray Hill 8-0091 


Ort] 


REPRODUCTION 
SERVICE FOR 


PRINTERS... 


...From negatives right through to color proofing 


available NOW from Jahn and Ollier...a new 


division of Chicago’s largest fine photoengraving 


plant backed by all of J & O’s 50 year old repu- 


tation for unsurpassed standards of quality and 


printing reliability...standards that now can start 


working for you in offset plates. Call us for more 


information on this important new J & O Division. 


MOnroe 6-7080 .e-. 


JAHN: 


sOLL 


¢ 8 2S 


ER 


Y 


Offser Reoroduction Division 


817 WEST WASHINGTON BLVD. - 


CHICAGO 7, ILt. 


chicago’s largest fine photoengraving plant 


1950 a 29 
Ruth fi) jal di alg P : 
} t 4 i 
’ with ‘ " S| oe ne 4 | - 
San 4 - ¥ He ’ 4! ~f “7 
d ac- i eet i 
1an & =o - 7 4! 
artley, a — : E 
ckson, aly PD} Ge | | 
agen- 5) = 
= J 
> = : 
A 
irl B | i os | L | 
ts of i - i E ee 
dees -_ | : 
retire ra fast 
pan y’s . eC 
limit, seggear* =e | 
Lees SenetvSs? 
since aa aaaee | ee 
_— EW HA _— me 
Nn ap- 
1 post nes 
oane- y 
nanu- 
floor 
with : 
| a | | 
fe senna 
' ad 

Sales ee 
er of ‘ 
order, 1 ene 
l, for- Pies 
‘pres- || x 20” for sales promotion, presentations oes a 

displays, etc. at budget prices. Improved Pi ee 
dye transfer process. Ten duplicates mini- ales 
mum order. 7 day service. Write for prices. 3 ane id 
| THOMAS 8. NOBLE ASSOCIATES = 
' a: 
lation : —— ane 
ning) ile: 
irtan- tae 
busi- We 
ers. : 
. 

a 4 ae 
| Sta- vor 
oined Be 

tele- Pee. 
a. | ep 

Cae 
pice 
; offset printers. 
| ZI Se 
nn ane RRP ARIE a >= ar 
R ” | er 
: 2 

pack- : ; a 
sumers or 2: 
1rough "ames : = 
r units dp ; Mae 
1cisco; ‘ aa ‘Lome i erm shinng 
i Port. an 
-many ay ca of’ i 
a is 5 ee =e WY 
ires © aa I ae 
vay to sie ee eee 
* AGE. ras, ie dase a XUM 

AGE, A fs : aes, R : Sao ek 

Pia SER he Oe ae Oatmeal rems 
ge THs 10 HAMNER sreciatizeo MERCHANDISING MAGAZINE: ee 
so dla Memortig risk aan on etal 3 
_ idctindianiiieiiediaini mets oo Aas aaa Sk sical gute 
Bsa! Pe ane a Neat ee aa Mod intr Semen Soe pu ticepien, cei REG oii o oo eee a . : y ; ; : ae : : ‘ 3 az 


ATLantTic Crry, Dec. 19—Albert 
J. Feyl, president of the Press- 
Union Publishing Co., announced 
over the weekend that arrange- 
ments have been completed for 
the purchase of the publishing 
company by a company headed by 
Rolland L. Adams, publisher of the 
Globe-Times, Bethlehem, Pa. 

The properties consist of the At- 
lantic City, N. J., morning and 
Sunday Press, evening Union and 
stations WBAB and WBAB-FM. 
Control of the company will not 
be transferred, Mr. Fey] said, until 
application for transfer of the ra- 
dio licenses has been acted upon 
by the Federal Communications 
Commission. 

The reported purchase price was 
$1,600,000. Mr. Adams declared 
there are no plans for any changes 
in operation or personnel after 


Compare 
North Carolina's 
(or the South’s) Maximil - Minimil 
Rates with this— 


$7 00 


Morning 


$2.02 Sunday 
* 


It’s not what you pay. It’s what 
you get for what you pay. Compare! 


113, 277 Morning 


od 


Ti », ,I10 Sunday 


(Publisher's Statement, 9/30/50) 


The ONLY Morning -and-Sunday Newspaper 
Published in The Golden Belt of the South 


REP: THE BRANHAM COMPANY 


Bethlehem, Pa., Publisher Buys 
Ailantic City Newspapers, Stations 


control is transferred, other than 
replacement of retiring owners. 


a The Press was founded by Wal- 
ter E. Edge, twice governor of 
New Jersey, a U.S. Senator and 
former Ambassador to France, on 
March 4, 1895. Ten years later he 
purchased the Union, which had 
been founded in 1888. 

In April, 1919, when about to 
take his seat in Congress, Senator 
Edge sold his morning and evening 
newspaper properties to the Press- 
Union Publishing Co., organized 
by Albert J. Feyl, Francis E. Croas- 
dale, the late Paul J. O’Neill and 
the late John A. Majane, the first 
three of whom had been executives 
of either the newspapers or Dor- 
land Advertising Agency. Mr. Ma- 
jane was a pioneer newsdealer. 

The Press-Union company in 
1926 purchased and consolidated 
the Gazette-Review, morning and 
Sunday paper. The Review had 
been founded in 1872 and the Sun- 
day Gazette in 1891. 


es Mr. Adams, who will be 46 on 
Dec. 27, “stumbled” into the pub- 
lishing business. In 1929, a Beth- 
lehem bank had been forced to 
take over that municipality’s news- 
paper, the Globe-Times. A former 
Pennsylvania state banking exam- 
iner, Mr. Adams was named assist- 
ant to the bank president. 

In December, 1936, Mr. Adams 
and associates gained control of 
the Globe-Times. His associates 
are David H. Brillhart of Bethle- 
hem, chairman of the board of di- 
rectors; George R. Brothers of 
Wareneck, Va., vice-president, and 
Mr. Adams’ brother, John S. 
Adams, of Philadelphia, secretary 
and director. Today, the Globe- 
Times has a circulation of more 
than 23,000, similar in size to the 
morning Atlantic City Press. 

Included among a half-dozen af- 
filiated companies are Bethlehem 
stations WGPA and WGPA-FM, 
the Times Publishing Co., commer- 
cial printing plant, and City News 
Co., which handles Globe-Times’ 
circulation. 


To Story, Brooks & Finley 


Story, Brooks & Finley, New 
York, has been named national 
newspaper representative of the 
Post-Herald, Beckly, W. Va., and 
Raleigh Register, effective Jan. 1. 
Katz Agency was the previous 
representative. 


Fruit Group Elects Moritz 


Louis Moritz, of Zillah, Wash., 
has been elected chairman of the 
Washington State Fruit Commis- 
sion, promotion agency euanenies 
by growers. He succeeds A. 
Strausz, of Yakima, Wash. 
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The Eye and Ear Department 


LITERARY LUSTER—Here are Martin 
Strauss Il, president of Bymart Inc., and 
Somerset Maugham, who appears on the 
program dramatizing his stories, spon- 

sored for Tintair (CBS-TV). 


TV has shown another indication of rdpidly approaching 
adulthood with Tintair’s presentation of the stories of Somer- 
set Maugham—well-dramatized, excellently staged and superb- 
ly acted. The series appears on CBS-TV Wednesday nights. 

The old master himself makes a brief appearance, 
adding to the general interest of the series the luster of a liter- 


bad when she is simply voice-over. When she simpers before 
the cameras, however, she is a little too much for this reviewer 
to take. Fortunately, she isn’t seen for too long a period. The 
camera suddenly takes you into the dressing room of a Holly- 
wood star who has just made a red head out of her blonde self 
with Tintair, of course. Or it shows three babes in succes- 
sive stages of turning from black to white or vice versa. 

It is interesting to notice that since some competitive products 
have turned up, Tintair has suddenly developed an exclusive 
ingredient—called “Vegetable Catalyst D.” This must have been 
dumped into it suddenly right out of a typewriter. 


on film— 


ary celebrity and giving to 
the stories an intimacy and 
authenticity befitting their 
performance in the living 
room of your home. 

Best of all is the struc- * 
ture of the stories, their 
wry characterization and 
satire. They are adapted, of 
course, from tales written 
by Maugham during a half 
century and more of pro- 
ductivity—hence they bear 
no resemblance whatsoever 
to the general run of for- 
mulated makeshifts that 
have to be ground out to 
meet a weekly schedule. 
The difference is noticeable. 

Maggi MecNellis gives the 
commercial—and isn’t too 


L. 


Extra $100,000,000 in Pennsylvania’s 
‘Vacation Business’ Credited to Ads 


HarRIsBuRG, Pa., Dec. 20—Ex- | 


panded advertising, promotion and 
publicity campaign in 1950 by the 
Pennsylvania Department of Com- 
merce was credited with building 
a $100,000,000 increase in year- 
around resort and vacation busi- 
ness. 

Theodore Roosevelt III, state 
secretary of commerce, said the 
total this year is expected to top 
$700,000,000, which would place 
Pennsylvania at least fourth among 
the nation’s resort states. 

In addition to advertising, im- 
proved and increased resort facil- 
ities and improved highways help- 
ed improve resort incomes, it was 
pointed out. 

As a result of magazine and 
newspaper advertising, 135,000 in- 
quiries were received during the 
first 11 months of this year. The 
1950 total will be about 141,000. 
Inquiries were highest in March 
and April, with May and February 
following. 


s During the first months of the 
year, the advertising campaign, 


I AP cP TOLD oil Do 


We want a skilled creative writer who can put real “sell” 
into his copy—who can turn out advertising that moves 
goods. This is a shop where copy comes first. We’re willing 
to pay the price—and to a man of top calibre we feel that 
this is just about the best opportunity in New York. 


Our people know about this advertisement. 


BOX 7773, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


—A4-A Agency Wants | 
A Hard-hitting Writer! 


Experience in promoting drug products 
would be particularly valuable! 


handled by Gray & Rogers, Phila- 
delphia, was designed to get an il- 
lustrated brochure into the hands 
of inquirers. 

Inquiries came from every state 
and a score of foreign countries, 
with the greatest number from 
New York, Pennsylvania, New 
Jersey, Ohio and Michigan. 

Theme of the campaign, which 
ran through every series of ads, 
was “You'll find more in Pennsyl- 
vania.” 


WHAS-TV Increases Rate 


WHAS-TV, Louisville, has is- 
sued a new rate card, No. 3, ef- 
fective Jan. 1. The hourly rate has 
been raised from $300 to $400 and 
the spot cost from $50 to $65. The 
new card lists minute participa- 
tions in Class B and C times to 
sell at a base rate of $55 (Class 
B) and $40 (Class C). As of Dec. 
1 there were 67,000 in the Louis- 
ville area. 


Aldens Spring Catalog Out 


Aldens Inc., Chicago, mail order 
house, has begun distribution of 
its spring and summer catalog. A 
million more customers than a 
year ago will receive the catalog 
this year. The new book, containing 
744 pages as compared to 618 last 
year, carries aneaee sections on 
sporting foods, 
Prices, in’ general, show an in- 
crease over last fall. 


teats. and paints, ‘ 


Texas Oil Business 
To Get Top Billing ? 


r | 
on NBC’s Cavalcade Asl 
New York, Dec. 20—“Cavalcade 
of America,” which is in its 16th New 
year of dramatizing stories of cour. soe-p 
ageous and resourceful Americans, athy 
will honor the oil industry Jan. 9 ius 
with a broadcast originating from — 
Beaumont, Tex. o - 
Titled “Spindle Top,” the NBC |... rn 
program will recount the story of geee 
the birth of the oil industry in“ PUIhO 
Texas as a part of a gala celebra- ft Dre 
tion of the event. 1 Ms t 
To promote the program and the bee 3 
celebration, Batten,. Barton, Dur- my P 
stine & Osborn, which handles the h 4 
NBC program for E. I. du Pont re 
de Nemours & Co., will work wo emnew 
closely with the American Petro- te “ 
leum Institute. The latter, in turn, om pr | 
will coordinate the efforts of its §* 5 ie 
individual members to publicize i oo 
the event. * > 
“Cavalcade of America” shows his cha 
are built around the careers of f whe 
“courageous and resourceful in- ow as ss 
dividuals who leave their stamp ” Gee , 
on American life.” A great many Pay 
of the programs have been con- “I h 
cerned with the lives of business 
and industry greats. govern 
people 
Exide Forms Concern — 
for Foreign Business only gi 
Electric Storage Battery Co, [enemy 
Philadelphia, has established a Was 
wholly owned subsidiary to carry 
on its foreign business. The new j§5enate 
company will be known as ESB to law 
International Corp., with offices §Carthy 
at 500 Fifth Ave., New York. The fhis car 
new corporation has taken over the §son a 
export and foreign activities of to indi 
Electric Storage Battery Co. and f withar 
Willard Storage Battery Co. in con- s t 
nection with Exide and Willard § °°" § 
products. S. W. Rolph, president ) Folk 
of the parent company, also is | he ops 
president of the new company. Carthy 
the col 
Miller Closes London Office not re 
Miller Publishing Co., Minnea- [Jremar! 
polis, publisher of Northwestern {the sai 
Miller, Feedstuffs, American Bak- in the 
er and Milling Production, has an- and he 
nounced the closing of its London, Ameri 
England, office, maintained since ‘Oh. bt 
1894. European operations will be . 
consolidated with the Toronto, . What tl 
Ont., office. A. H. Bailey, Toronto In | 
manager for 43 years, will retire $McCar 


Jan. 1 and will be replaced by 
George E. Swarbreck, London of- 
fice manager. 


‘TV Guide’ Ups Circulation; 
Adds Tom Buck, Milton Long 

Effective Feb. 17, 1951, TV 
Guide, New York, will increase its 
guaranteed net paid circulation to 
250,000, a gain of 120,000 copies. 

Tom Buck, former national 
classified advertising manager of 
Esquire, and Milton Long, formerly 
on the advertising staff of Parents’ 
Institute, have joined the adver- 
tising department as space repre- 
sentatives. 


Sick of Bum Art, high prices? 


Apread 4000 new, top-quality spots, 

coveri a te need, before youand 

pay only $1.00 for those you use. 

Easy to use; limited to reco; os 

agencies, .editars & Ad Mgcs 
W nite today for free brochure. 


STIVERS STUDIO 


P. O. Box 3684 + San Francisco 19, Californie 
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. copy of 29th Annual 

: Dota report on FURNITURE AGE's 

3", billion dollar market for Home 
Furnishings. 


FURNITURE AGE 
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1950 Advertising Age, December 25, 1950 


Bulletin 

New York, Dec. 22—David Karr, 
vice-president of William H. Wein- 
traub & Co., gave AA the following 
exclusive statement in commenting 
on the story below: 

“Sen. McCarthy’s statements 
about me are muddy lies, but his 
| purpose is clear. 

“He is trying to stifle the voice 
of Drew Pearson, the voice that 
repeatedly has called the turn on 


) Don't Buy Adam Hats, McCarthy 
Asks in Attacking Pearson, Karr 


“David Karr was also public 
relations director of the American 
League for Peace and Democracy, 
one of the Communist fronts which 
Atty. Gen. Biddle branded as sub- 
versive. Karr was a_ frequent 
writer for the league’s magazine, 
Fight... Before the House Com- 
mittee on Un-American Activities, 
Karr admitted under oath that he 
knew the American League for 
Peace and Democracy, whose pub- 


Adam Hat to Drop 


Pearson's Program 


NEw YorkK, Dec. 22—Adam Hat 
Stores Inc. announced today that 
Drew Pearson’s contract “will not 
be renewed or extended.” 

Charles V. Molesworth, presi- 
dent, said the Pearson contract 
covered the period from Sept. 2, 
1949, to Feb. 18, 1951, and would 
not be renewed in February “be- 
cause of a planned change in ad- 
vertising media for 1951.” 

Jane Shaler, Adam ad director, 
said the company notified ABC 
on Nov. 15 that Mr. Pearson’s con- 


Ait Comcomen Whe: Love 


By Tt Bawvace May’ 


CBS Employes to | 
Sign Loyalty Oath 


New York, Dec. 23—Columbia 
Broadcasting System this week 
asked all of its regular employes 
to sign a loyalty statement based 
on the forms used by the Civil 
Service Commission for federal 
employes. 

The network explained that the 
order applies to all regular em- 
ployes, including Columbia’s top 
management. Regular radio and 
video performers on CBS also will 
be asked to sign the form, as will 
the staffs of owned and operated 


| the he , CBS stations. 
nipulations by him and his ilk.| licity he was handling, was a| tract ld not b i i 

um ma . ract would not be extended. She Joseph H. Ream, executive vice- 
"the Of course, he is attacking me in the |Communist-controlled organiza-| said it was originally intended to president of Columbia, explained 
Pont | hope it will hurt Pearson. Other | tion... keep the action quiet until Adam’s . ; the move in an office memo. 

ni | members of the U. S. Senate have final advertising ‘pl had been| FIRST AlD—Here’s a display to be used 
vork already refuted his statements » A ng plans ha N| in promotion of “Dr. Dan the Bandage 
s “The truth is,” Sen. McCarthy| formulated, but numerous press ” “ 
tres . diicinm Gel besa formu j ’ Man,” a Little Golden Book to be pub- | m “We are faced with a new crisis 
urn, about me. Sen. said, ‘that Drew Pearson under the inquiries regarding the “termina-| lished by Simon & Schuster in Janvary. | in our national life. The President 
its all of these squarely, but that has/ direction of David Karr... would| tion or expiration” of Mr. Pear-| Six Joh & Joh Band-Aids are | of the United States has declared 
icige | 20t dampened McCarthy’s appetite | not be pouring his poison into|son’s contract had prompted the| included in each book, promotion for a national emergency 


for headlines. which starts in February with a full-color 


Pl 


“T have challenged him to repeat 
his charges off the Senate floor and 
face a libel suit but he has coward- 
ly declined. 
“Not only is he a liar but a can- 
nibal of reputations. 
“I have been decorated by the 
government of Italy and by the 
people of France for my fight 
against communism. 
“McCarthy’s false charges can 
only give comfort to the communist 
enemy.” 
WASHINGTON, Dec. 20—From the 
Senate floor, where he is immune 
to lawsuit, Sen. Joseph C. Mc- 
Carthy (R., Wis.) resumed today 
his campaign to label Drew Pear- 
son a “voice of communism” and 
to induce Adam Hat Stores Inc. to 
withdraw its sponsorship of Pear- 
son’s broadcasts. 
1 Following up an attack which 
he opened last Friday, Sen. Mc- 
, Carthy said it is “ridiculous” for 
the company to contend that it is 
not responsible for Mr. Pearson’s 
remarks. He insisted, “It is about 
the same as paying for huge ads 
in the Communist Daily Worker 
and having it delivered into every 
American home, and then saying, 
‘Oh, but we are not responsible for 
what this Communist paper says.’ ” 
‘] In his Friday statement, Sen. 
McCarthy called on “patriotic” 
newspapers and radio stations to 
rop Mr. Pearson. He urged the 
ublic to make the Adam Hat 
Stores feel its objections, and to 
oycott its products. 


s The brunt of today’s speech was 
directed at David Karr, former 
Pearson legman, now vice-presi- 
dent of William H. Weintraub Co., 
New York. Sen. McCarthy charged 
that Mr. Pearson is “under the 
direction” of Mr. Karr, and that 
Mr. Karr has been found to be a 
Communist party member and 
one-time contributor to the Daily 
Worker. The charge was immedi- 
ately answered by Sen. Clinton 
Anderson, who also produced a 
letter from Karr offering to 
donate $10,000 to charity if any- 
one could prove he had ever been 
on the staff of the Daily Worker. 

The Wisconsin Senator based 
-his attack on the adman on the 
reports of the House Un-American 
Activities Committee. Reading 
from the Congressional Record of 
Feb. 1, 1943, he said: 

“Here is the case of David Karr 
who is assistant chief of the for- 
eign-language division of the Of- 
‘fice of War Information at a sal- 
ary of $4,600. That was Lattimore’s 
division. For two years, Karr was 
on the staff of the Communist 
party’s official mewspaper, the 
Daily Worker. There is not the 
slightest doubt that all members 
of the Daily Worker staff were 
required to be members of the 
Communist party. Karr was a 
writer for the Communist-front 
publication, Equality, whose edi- 
torial council was composed largely 
of well-known Communists and 
Communist fellow travelers. 


millions of American homes every 
Sunday if Adam Hat Co. did not 
hire him and pay him to do it. 
They do not have to hire the Karr- 
Pearson voice of Communism; they 
could hire some voices of and for 
America.” 

To document the charge that 
‘Mr. Karr had joined the Com- 
munist party and worked for the 
Daily Worker, Sen. McCarthy 
quoted from what was described as 
a “secret report” of a Civil Serv- 
ice Commission examiner, dated 
June 25, 1943, summarizing FBI 
records. 


@ The attack on Mr. Karr did not 
go unanswered: 

Sen. Clinton Anderson (D., 
N. M.) took the floor and reported 
that he had been a member of a 
House subcommittee which inves- 
tigated Mr. Karr in 1943 and found 
that “There was nothing quite so 
bad about this young man as has 
been represented,” and that Mr. 
Karr had been unanimously 
cleared for employment by the 
government. 

Sen. Anderson suggested that 
the full FBI file might contain 
additional statements which would 
completely discredit the reports 
purportedly summarized in the 
Civil Service Commission exam- 
iner’s report. 

Sen. Anderson produced a letter 
from Mr. Karr offering to post 
$10,000 to go to any charity, if 
there was proof he had been “on 
the staff of the Daily Worker for 
two minutes, let alone two years.” 

The Karr letter said that articles 
he had written against the Ger- 
man-American Bund and Ku Klux 
Klan in 1938 had appeared in pub- 
lications which were later exposed 
as Communist-controlled fronts. 
“As I recall it,” he said, “a number 
of prominent writers, including 
members of Congress, Dorothy 
Thompson, Mrs. Franklin D. 
Roosevelt and many others wrote 
for these magazines at the same 
time.” 


@ Mr. Ke:e-weoete Set; Acceso: 
“The greatest service that could be 
done for me at this time, while at 
the same time serving the best in- 
terests of the Senate and the nation, 
would be to get McCarthy to meet 
me in court.” 

In announcing Mr. Karr’s. offer 
to post $10,000, Sen. Anderson said: 
“This is close to Christmas and 
I know everyone would like to do 
something nice for the American 
Red Cross. ‘There is a chance to 
pick up $10,000 of easy money for 
the Red Cross, and so far as I am 
concerned that would clear up the 
situation.” 

Sen. McCarthy repeated his 
charges, and asked: 

“Would it satisfy the Senator if 
we had Karr’s employer, Howard 
C. Rushmore (former Daily Work- 
er executive, now on the editorial 
staff of the New York Journal- 
American) come over here and 


swear under oath, as he has, that | 


company to issue a statement now. 


he employed Karr ‘And I could 
not have employed him unless I 
had seen his party card.’?” He also 
indicated that he will shortly re- 
state his charges outside the im- 
mune precincts of the Senate. 


‘NO EFFECT,’ ADAM 
SAYS OF BOYCOTT 


New York, Dec. 21—It’s too 
early to say—and, besides, this is 
the busy shopping season—but 
Adam Hat stores haven’t noticed 
any decline in sales as a result of 
Sen. Joseph McCarthy’s proposed 
boycott. 

Long at odds with Drew Pearson, 
Sen. McCarthy last week, in a long 
speech in the Senate, branded the 
columnist-commentator as the 
“Voice of international Commu- 
nism” and asked people to stop 
buying his sponsor’s product. Ad- 
am carries Pearson’s Sunday night 
commentary over ABC. 

Adam’s office here has received 
a “great many letters” commenting 
on the controversy. An executive 
of the company said: “Like most 
radio sponsors we get mail regu- 
larly. But usually, mostly people 
who object to something on the 
show bother to write. Since this 
happened we’ve been getting a 
great deal of favorable mail. It 
has come not only from Pearson 
fans but from persons who resent 
the boycott suggestion.” 


a Shops in New York reported 
several instances of people who 
came in to buy an Adam hat as a 
result of the Senator’s having 
plugged the product. One shopper 
was waiting outside to buy a hat 
Monday morning before one New 
York store opened. 

WMCA’s early morning disc 
jockey, Barry Gray, who never 
misses an opportunity to air his 
views on a hot issue, informed his 
listeners that he had gone out and 
bought six Adam hat gift certifi- 
cates. In his speech, as quoted in 


‘Ute Congreswvtriat Keown Sen. hiee~ 


Carthy stated: 

“It is up to the American people 
—and above all to the newspaper 
men who are buying Pearson’s 
column and the radio stations that 
are carrying his broadcasts—to see 
that this voice of international 
Communism is stilled... 


a “The American people can do 
much to accomplish this result. 
They can notify their newspapers 
that they do not want this Moscow- 
directed character assassin being 
brought into their homes to poison 
the well of information at which 
their children drink. They can 
notify the Adam Hat Co. by actions 
what they think of their sponsor- 
ing this man. It should be remem- 
bered that anyone who buys an 
Adam hat, any store that stocks 
an Adam hat, anyone who buys 
from a store that stocks an Adam 
hat, is unknowingly and innocent- 


page in Life. 


ly contributing at least something 
to the cause of international com- 
munism by keeping this Commu- 
nist spokesman on the air.” 

At mid-week, Bell Syndicate, 
which distributes Pearson’s ““Wash- 
ington Merry-Go-Round” to some 
450 daily newspapers, reported 
“no repercussions” from publish- 
ers. Nor had any of the 274 
ABC stations, carrying the Pearson 
broadcast, made a move toward 
yanking him off the air. 


Radio Reps Elect 


Meeker President 


New York, Dec. 21—Newly 
elected president of the National 
Assn. of Radio Station Represent- 
atives is Robert D. C. Meeker, pres- 
ident of Robert Meeker Associates. 
He was named to succeed Lewis H. 
Avery, president of Avery-Knodel, 
who headed the association this 
year. 

Others on the 1951 list of of- 
ficers: Max Everett, Everett-Mc- 
Kinney, vice-president; Eugene 
Katz, Katz Agency, secretary; Jo- 
seph Timlin, Branham Co., treas- 
urer. 

Mr. Avery, as retiring president, 
becomes a member of the board 
of directors. 

One of the biggest representa- 
tives, Edward Petry & Co., has 
resigned from the _ association, 
effective next year, but the other 
members of the group hope the 
company will reconsider. 


National Tea Buys All 
Gamble-Skogmo Food Stores 


National Tea Co., Chicago, has 
purchased for an undisclosed price 
all of Gamble-Skogmo’s food su- 
permarkets. The transaction, ef- 
fective Jan. 1, involves 22 super- 
markets and seven luncheonettes 
in Minnesota, North Dakota, South 
Dakota and Wisconsin. 

National will absorb into its or- 
Gaheiz4iKe lhe We QRH E AEC 
store, office and supervisory per- 
sonnel connected with its food 
operations. The stores will be oper- 
ated under the name of National 
Food Stores. The newly acquired 
supermarkets will be operated out 
of National Tea’s Minneapolis of- 
fice, headed by Arthur J. Hansen, 
vice-president and director of the 
company. 


Roxdale to Hilton & Riggio 


Roxdale Building Products Corp., 
New York, has appointed Hilton 
& Riggio, New York, to handle ad- 
vertising for Roxboard, Roxtile 
and other prefabricated wallboard 
products. Roxdale formerly adver- 
tised direct. 


LP-Gas Names G. J. Schulte 


George J. Schulte Jr., formerly 
midwest public relations represen- 
tative for American Trucking 
Assn., has been named assistant 
director of LP-Gas Information 
Service, Chicago. 


Le) 22a 


“If we are to fulfill our obliga- 
tions and responsibilities as radio 
and television broadcasters in this 
new crisis, we must do at least 
two things: First, we must make 
sure that our broadcasting opera- 
tions in the public interest are not 
interrupted by sabotage or vio- 
lence; second, we must make sure 
that the full. confidence of our lis- 
teners and viewers is unimpaired.” 

CBS personnel has been asked 
to answer “yes” and “no” to the 
following questions: 

“1. Are you now, or have you 
ever been, a member of the Com- 
munist party, USA, or any com- 
munist organization? 

“2. Are you now, or have you 
ever been, a member of a fascist 
organization? 


a “3. Are you now, or have you 
ever been, a member of any or- . 
ganization, association, movement, 
group, or combination of persons 
which advocates the overthrow of 
our constitutional form of govern- 
ment, or of an organization, asso- 
ciation, movement, group, or com- 
bination of persons which has 
adopted a policy of advocating or 
approving the commission of acts 
of force or violence to deny other 
persons their rights under the Con- 
stitution of the United States or of 
seeking to alter the form of gov- 
ernment of the United States by 
unconstitutional means?” 


m The network promised to keep 
the answers to the questions con- 
fidential, “unless at some future 
time the information is demanded 
by a governmental security agen- 
cy.” 

Meanwhile, Columbia revealed it 
has already taken precautionary 
measures, similar to those in effect 
during World War II, against sabo- 
tage at transmitter sites and in 
master control rooms, where 
guards will be stationed. 


NEVILLE D. MILLER 
WASHINGTON, Dec. 20—Neville 


advertising for the Washington 
Star, died yesterday. 

Mr. Miller started with the Star 
as a business office clerk in 1902. 
During the first world war he was 
in charge of national advertising. 
He had been manager of classified 
since the early ’20s. 


Coca-Cola Shifts Executives 


A new executive setup at the 
Coca-Cola Co. in New York puts 
Felix W. Coste, vice-president in 
charge of advertising, as head of 
the marketing division, a post 
which will give him supervision 
over both advertising and market- 
ing. As market division head, Mr. 
Coste succeeds H. B. Nicholson, 
vice-president, who has been 
named treasurer. In addition, Mr. 
Nicholson will represent the com- 
pany on operations of all its sub- 
Ssidiaries, both domestic and 
foreign. John D. Goodlow, secre- 
tary, has been elected a _ vice- 
president. 
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Consumer Output Will Be 
Cut Sharply by Mobilization 


WASHINGTON, Dec. 21—This year 
stands on the record books as the 
peak year of the postwar consumer 
goods boom. More housing, au- 
tomobiles, TV sets and appliances 
were produced than ever before 
in history. Employment was at a 
peak. 

At year’s end, the curtain is 
ringing down on this boom. No 
one can say when we will have 
another such year. 

In the coming months, military 
production and mobilization will 
bite painfully into the economy. 
By late 1951, full-page newspaper 
splashes for TV sets and other 
household appliances may be 
nothing more than memories. 

The crisis is unparalleled. Re- 
sponsible officials no longer dis- 
count the possibility of war in the 
close future—war which neither 
we nor our allies are prepared for 
at this time. 

We are racing to become strong, 
in the hope that a show of strength 
will deter Communist aggression. 
By becoming strong we hope for 
a stalemate. Then, somehow, the 
stalemate must evolve into peace. 

* * « 

Advertising’s status under the 
pending excess profits tax is ex- 
actly the same as it was through- 
out World War II. Briefly: All 
“reasonable and necessary” adver- 
tising is to be allowed as a busi- 
ness expense, in computing taxes. 
Treasury Secretary John Snyder 


ROY HUTCHINSON 
Director, Copy Service Department 
SPECIALTY SALESMAN MAGAZINE 


$25,280.46 in Sales 
from One $700 Ad 


. - . and still going strong! 


Roy Hutchinson's advertising copy ranks 
with that of the highest paid advertising 
agency writers in the United States. He has 
been associated as a writer with four of the 
country’s “Big Ten” Agencies. His Direct 
Selling copy has sold tens of millions of 
dollars worth of merchandise—from items 


Me. -- ~ccating hr nAnade, of. BaderB. 
a + OL et et 


As Director of our Copy Service. Depart- 


ment, this man’s talents are now available, 
without charge, to all manufacturers—large 
or small—who want to tap the lucrative 
Direct Selling market through the pages of 
SPECIALTY SALESMAN MAGAZINE. 
This Service is also free to Advertising 
Agencies who may be called upon to handle 
a Direct Selling account, but who are not 
familiar with all the intricacies of this highly 
specialized business. In making this an- 
nouncement, we offer a service no other 
magazine in the Direct Selling field ia in 
a position to offer to its advertisers. 


If you are interested in a Plan that can 
give you profitable, national sales coverage 
over night with the help of sound, hard- 
hitting Direct Selling copy in a magazine 
that is the recognized leader in the Direct 
Selling field, I invite you to write for com- 
plete information without the slightest cost 
or obligation on your part. 


ES Po 


SPECIALTY SALESMAN MAGAZINE 
307 N. Michigan Ave. Chicago 1, Ill. 


By STANLEY E. COHEN, Washington Editor 


pr py for as little as a Guater to those 


suggested that the Senate finance 
committee might “wish to con- 
sider” a provision instructing In- 
ternal Revenue Bureau to disallow 
“unreasonable and unnecessary” 
business expense items, including 
advertising. Senators thought the 
law was clear enough. 
« * . 

That Air Force warning on in- 
stitutional advertising may be more 
important than first reading im- 
plies (AA, Dec. 18). Since it deals 
only with ads which are to be ad- 
mitted as “cost,” there’s a tendency 
to shove it aside. After all, most 
advertising during World War II 
came from the contractor’s profit, 
and was never a direct charge 
against the government. 

Here’s the rub: Most Air Force 
contracts now contain “redeter- 
mination clauses” enabling pro- 
curement officers to scale down 
prices when contractors show 
large profits. In redetermination, 
officers use the same rules on ad- 


vertising that they use for “cost” | is 


contracts. Net result: After re- 
determination, contractors have 
relatively little to spend. 

. * o 


Sen. Olin Johnston (D., S. C.), 
postal committee chairman, hit an 
unexpected snag last week when he 
tried to rush through a bill raising 
salaries of postmasters. His request 
for unanimous consent was vetoed 
by Sen. John J. Williams (R., Del.) 

Said Sen. Williams: “I notice 
the post office committee has re- 
ported the bill for increasing the 
salaries of postmasters, but has 
failed to report the bill which 
would increase the income of the 
postal service. If the chairman is 
willing to accept, as an amend- 
ment, the bill increasing postal 
rates, I shall not object to consider- 
ation of this bill.” 

Nonplused, Sen. Johnston with- 
drew his bill and said, “I will dis- 
cuss the matter with the Senator.” 

* * * 

The Post Office Department told 
the Interstate Commerce Commis- 
sion that railroads are defeating 
their own ends by asking a $100,- 
000,000 hike in rates charged for 
handling mail cars. Rails say mail 
pay, now 25% over prewar, is in- 
adequate if transportation costs 
continue to climb. 

* = * 

Charles E. Wilson has carved a 
beachhead for Office of Defense 
Mobilization in the old State, War 
and Navy building, across the 
street from the White House. No 
man ever arrived with more solid 


public support. It’s the one ele- 
ment in the immediate picture 
which gives cause for hope. 

His powers cover allocation, 
manpower, procurement, economic 
stabilization—the works. It’s no 
accident: President Harry S. Tru- 
man is the same Harry Truman 
whose Truman committee investi- 
gations spotlighted the costliness 
of divided authority during World 
War II. 


Newhouse Denies He 
Will Buy NY Paper 


New York, Dec. 20—Samuel I. 
Newhouse this week denied re- 
current rumors that he would pur- 
chase the New York Post or any 
other newspaper by the end of the 
year. 

Following his purchase of the 
Portland Oregonian two weeks ago 
(AA, Dec. 18), reports were cur- 
rent that he had hopes of acquir- 
ing two other newspapers by the 
end of the year. Papers men- 
tioned included the Post, Nassau 
Review-Star, Hempstead, N. Y., 
and a Washington daily. 


, 
= Questioned as to the purchase 
of the Post, Mr. Newhouse told 
AA, “That is not so.” A representa- 
tive of the paper said the rumor 
“absolutely untrue.” 
Mr. Newhouse said further that 
he has no immediate plans for ac- 
quiring additional papers. It was 
pointed out that purchase of the 
Post would be unlikely because 
it would not fall into the usual 
Newhouse pattern of buying papers 
in cities with relatively little com- 
petition. 

Mr. Newhouse is currently en- 
gaged in litigation over his owner- 
ship of the Jersey Journal, Jersey 
City, N. J., which is being con- 
tested. His chain now includes 
ten papers. 


GE Ofters Lighting 
Display Suggestions 


The lamp department of General 
Electric Co., Cleveland, has pre- 
pared a loose-leaf booklet entitled 
“Sketch Book of Home Lighting 
Display Suggestions” as a guide to 
electric service companies, depart- 
ment, furniture, appliance, hard- 
ware and variety stores for use in 
connection with GE’s “Home Light 
Conditioning Program.” The book- 
let contains eight display sug- 
gestions and is available upon re- 
quest. 


Chipley Heads Lees’ Clinic 


William Chipley, with the James 
Lees & Sons Co. sales division in 
Chicago, has been named director 
of Lees’ retail sales training clinic 
at the carpet company’s mill in 
Glasgow, Va. The clinic will fea- 
ture an extensive discussion on the 
manufacture and selling of the 
new man-made fibre carpets. Clin- 
ic sessions for 1951 will resume on 
Feb. 12. 


LIGHT—This is Jacqueline Cochran’s new translucent plastic Beautility kit, which 
holds 4-oz. plastic bottles of three lotions. The company calls it “the light fantastic’ 
because of its lightness of weight and special mid-winter price of $2 plus tax. 


Huge Donnelley 
Couponing in 18 
Markets Planned 


CuicaGco, Dec. 22—Some 9,000,- 
000 homes in 18 major markets 
will be covered by a huge coop- 
erative couponing campaign sched- 
uled for March, Reuben H. Don- 
nelley Corp. announced today. 

Each envelope mailed, will con- 
tain from five to eight coupons 
with an average value of 10¢ each, 
or a total potential cash value of 
$7,000,000 toward the purchase of 
$20,000,000 worth of merchandise 
at local food stores. 

“This coast to coast mailing 
grew out of the announcement of 
the first Donnelley coupon round- 
up, which is scheduled to reach 
1,100,000 families in the Chicago 
market during the week of Jan. 
22 (AA, Dec. 11),” A. M. Ander- 
sen, vice-president, said. 

“We were immediately asked 
by a large national advertiser to 
coupon two of its products in 18 

markets. As a result we have 
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scheduled the March program and 
are negotiating with other manu- 
facturers who will join in.” 


m Mr. Andersen explained that it 
is not necessary for a manufactur- 
er to have national distribution of 
his product to participate in the 
campaign. 

“If a manufacturer wants to pro- 
mote sales in any one of the 18 
markets, or in several of them, he 
can do so,” he said. “The mailing 
schedule will be guaranteed re- 
gardless of the number of partici- 
pants.” 

The 18 markets and the mailing 
dates are as follows: March 8— 
Providence, Hartford, Worcester, 
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2,500,000 envelopes to homes in 
the five boroughs, except for cer- 
tain low-income areas in Manhat- 
tan, Bronx and Staten Island. 
However, all consumers in the 
counties of Westchester and Nas- 
sau will be covered, plus those in 
the New Jersey counties of Essex, 
Hudson and Bergen. 


Fox Joins Basford Agency 


John W. Fox, formerly eastern 
manager of Western Associated 
Farm Papers, has joined G. M 
Basford Co., New York, as manager 
of the farm division. Mr. Fox will 
take charge of farm marketing 
activities and will act as account 
executive and marketing consult- 
ant to Basford clients interested in 
the farm field. 


Smith, Kline Elects 3 V. P.s 


Smith, Kline & French Labora- 
Philadelphia, has elected 
three new vice-presidents. They 
are: John L. Hammer Jr., former 
sales manager; Addison S. Ellis,. 
former assistant to a vice-presi- 
dent, and F. M. Rivinus Jr., presi- 
dent of the company’s foreign sub- 
sidiaries. 
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118 EAST 40TH ST., EAST OF PARK AVE. 
Just two blocks from Grand Central Station 
iB: Dinners ¥ Ideal Facilities for Par- 

ties and Meetings Attractively 


furnished one and two room suites, transient 
and monthly or yearly basis ¥ Quiet atmos- 
phere, courteous service and friendly hospitality. 


Advertising Executives, Sales Mana- 
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for its ¥ Excellent Luncheons and 
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Ascap, Telecasters 
Have Per Program 
License to Discuss 


New YorK, Dec. 20—One of the 
first items of business which many 
telecasters will have to make a 
decision on next year will be 
their future relations with Amer- 
ican Society of Composers, Authors 
and Publishers. 

ABC-TV, CBS-TV, NBC-TV and 
their owned and operated video 
stations pay for Ascap music at a 
blanket rate as does most of radio. 
(The radio scale is 234% of time 
sales for networks, 2%% of time 
sales for stations. TV’s rate is 
somewhat higher.) 

The networks are not involved 
in negotiations which have been 
going on for months with the so- 
ciety, but the, rest of the industry 
is. 


s DuMont, its owned stations and 
local stations—not owned by the 
other networks—have been buying 
Ascap tunes on an interim basis for 
two years. They pay a monthly fee 
based on the station’s gross. This 
ranges from $50 to $250 a month. 
When the society negotiated its 
first contract with TV two years 
ago, after granting the medium a 
gratuitous license for years, it was 
understood that the “interim” 
licenses were to last only until 
another arrangement could be de- 
cided upon. For months Aszap of- 
ficials have been meeting with an 
industry television committee, 
attempting to set up another li- 
censing agreement for the “inter- 
im” licensees. 
Having failed to reach agree- 
ment on per programming license 
terms, which small telecasters are 
said to prefer to a blanket buy, Otto 
A. Harbach, Ascap president, has 
informed telecasters they will soon 
receive a per program license 


mention. 


a Murray Christmas. ° 


The Creative Uans Corner 


Though he may be accused of tempering his remarks be- 
cause of the season, The Corner selects these two advertise- 
ments from the Dec. 2 Saturday Evening Post for special 


He does so for two reasons. 
ads in that issue that do not urge you to give the product ad- 
vertised as a Christmas gift. And, second, they do an excellent 
job of demonstrating the product. 

Hickok—with an ad that could sell as well on a department 
store counter as on a magazine page—doesn’t have to say, 
“Here’s a wonderful Christmas gift.” And, quite wisely, de- 


First, they are among the few 


votes that space to illustrating what does make a wonderful 
Christmas gift—a belt with a twin-profile initial. 

The Insurance Co. of North America does an equally 
simple but effective job of letting you know, pleasantly, just 
what may lie in store for you. It says equally well that maybe 
you ought to give yourself (and your family) the protection 
of accident insurance for Christmas. The cartoon treatment 
is realistic without being offensive—or phony. 

There were, of course, other ads that did not suggest their 
product for Christmas—and to all of these The Corner gives 
a small pat on the back. The Murray Corp., which manufac- 
tures kitchen appliances, deserves perhaps two small pats on 
the back for foregoing what must have been an enormous 
temptation to suggest to all and sundry that they make this 


music, Stations will be asked to 
reply one way or another within 
30 days. 

Spot announcements have been a 
major source of disagreement be- 
tween telecasters and Ascap. A 
letter. to telecasters from Dwight 
L. Martin, WLW-T, Cincinnati, 
and head of the TV committee, 
points up this difference: 

“On Dec. 12 we again urged 
Ascap to negotiate with us a flat 
percentage royalty rate on pro- 
grams, including spot announce- 
ments containing Ascap music, 
without any charge for spot an- 
nouncements or other types of 
programs containing no Ascap 
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music, inasmuch as the govern- 
ment’s consent decree... stated 
that no royalty need be paid on 
programs which contained no 
Ascap music. 


a “Ascap flatly refused this re- 
quest and stated that it would not 
negotiate a flat rate with our com- 
mittee, but would instead announce 
a rate...and that it would discuss 
with our committee only a formu- 
la which would include charges on 
adjacent spot announcements.” 

Telecasters, at the invitation of 
Mr. Martin’s committee, will meet 
Jan. 18 in Chicago to discuss their 
music future; station managers 
were to be in the city anyway for 
consideration of the proposed Tele- 
vision Broadcasters Assn. merger 
with National Assn. of Broadcast- 
ers. 


Says TV Doesn't Hurt Eyes 


Dr. Henry W. Hofstetter, dean 
of the Los Angeles College of Op- 
tometry, where tests currently are 
being conducted into the visual 
problems of televiewing, has re- 
ported that “there is no evidence 
that television hurts the eyes.” 
Dean Hofstetter further said that 
“we have scraped the bone and 


’ } we have not found the first bit of 


evidence that there is any causa- 
tive relationship between teleview- 
ing and visual ailments.” 


Five Name Hartogensis 


Wurdack Chemical Co., St. 
Louis, manufacturer of Crystal, 
silicone masonry water repellent, 
and Fairy Crest Craftsmen, East 
St. Louis, Ill., have placed their 
advertising with Hartogensis Ad- 
vertising Co., St. Louis. The agen- 
cy also has been named by Shower 
Doors Inc., University City, Mo.; 
Delbridge Calculating Systems Inc. 
and Ho-Ro-Co Mfg. Co., both in 
St. Louis. 


‘Item’ Cuts Price 

The New Orleans Item has an- 
nounced the reduction of the price 
of its Sunday paper from 15¢ to 
10¢. The Item will discontinue its 
Saturday edition. Publication days 
will be Monday through Friday 
and Sunday. 


Bulova Discriminates 
Against Majority of 
Its Dealers: FTC 


WASHINGTON, Dec. 19—In a com- 
plaint issued against Bulova Watch 
Co. today, the Federal Trade Com- 
mission contends that advertising 
allowances must be available to 
all customers on equal terms, 
without regard to sales volume. 

Unless FTC modifies its posi- 
tion, or is upset in court, the com- 
plaint will eventually force Bulova 
to abandon an allowance system 
which provides assistance to Bul- 
ova customers ranging from 1% 
to 10%, depending on the quantity 
of Bulova merchandise sold. 


= The commission charges two 
basic flaws in Bulova’s system: 

1. By limiting allowances to cus- 
tomers who purchase more than 
$10,000 annually, Bulova cuts off 
8,000 of its 8,683 customers from 
the assistance. 

2. By increasing the percentage 
of rebate on the basis of annual 
purchases, Bulova gives a com- 
petitive advantage to its biggest 
customers. FTC points out that 
only one firm qualified for the 
“over $1,000,000” bracket, for 
which advertising allowances 
amount to 10%. 

The commission’s files are re- 
plete with cases where FTC has 
attacked advertising allowance 
plans stacked in favor of a hand- 
ful of big customers. But the Bul- 
ova case is believed to represent 
the most carefully conceived al- 
lowance system the commission 
has questioned up to this time. 


a The 683 firms which received 
advertising allowances from Bul- 
ova in 1948 accounted for slightly 
over 50% of the company’s sales. 
In all, Bulova paid $919,806 in ad- 


vertising allowances, of which 
$146,722 went to a single customer 
that handled $1,467,221 of Bulova’s 
merchandise. 

FTC says the same allowance 
rate should be available to all cus- 
tomers. Specifically, it objects to 
(1) the $10,000 minimum, and (2) 
the progressive increase in rate, ac- 
cording to volume. 

A hearing on the complaint is 
scheduled in New York Jan. 29, 
1951, before FTC trial examiner 
Everett F. Haycraft. 


‘Progressive Farmer’ Names 
Butcher, Dugger, V. P.s 

Progressive Farmer, Birming- 
ham, has elected H. Earl Butcher, 
eastern advertising manager, and 


Oscar Dugger H. Butcher 


Oscar M. Dugger, western adver- 
tising manager, to vice-presiden- 
cies. 


‘Better Fruit' Opens Branch 


Better Fruit, Portland, Ore., of- 
ficial publication of the Washing- 
ton State Apple Commission, has 
opened an editorial and business 
office in the Russ Bldg., San Fran- 
cisco. 


Yn 


7c AMERICAN LABEL CO. 


The AMERICAN 
BOTTLER IS 


with beverage bottling plant personnel! The AMERICAN 
BOTTLER functions with and within the industry . . . a vital 
factor in fis progress: Meer 
of your advertising in The AMERICAN BOTTLER. You get 
the most in circulation; the greatest in readership; the 


best in service. 


THE AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION; 
Highest total net paid; Total beverage bottling plants; 
Highest grand total! 
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*| Coca-Cola at 96¢ a case wholesale. 


. | ress.” 


Harder to Find 


(Continued from Page 1) 
price of 80¢ for a case of 24 bot- 
tles, but the company announced 
in October that 125 of its fran- 
chised bottlers had increased their 
prices. 

The trend is still up. Last Friday 
the Pacific Coast Bottling Co., Los 
Angeles, which had been selling 
Coca-Cola at 90¢ a case since 1947, 
upped the price to $1.10—taking 
the whole soft drink industry in 
the territory along with it. 

Coke bottlers in central and 
southern Illinois are now quoting 
$1.40 for a case in a 10¢ a bottle 
retail market. The upward trend 
in Illinois doesn’t apply to Chicago, 
where the LaSalle Bottling Co. is 
selling at the’80¢ wholesale price 
for a 5¢ retail market. 

In Alabama, Birmingham Bot- 
tling Co. went from 80¢ to 96¢ a 
case wholesale on Dec. 11—the ad- 
vance being made for a 6¢ retail 
market. 


ws In Ohio, bottlers in Cleveland, 
Cincinnati, Springfield, Canton and 
Youngstown are all now selling 


On Dec. 14, New York Coca-Cola 
Bottling C». advanced its price to 
96¢. This «»mpany covers a vast 
territory whch includes metropol- 
itan New York, Newburgh, King- 
ston, Buffalo and Niagara Falls, 


Newark, Jersey City and Paterson, 
N. J. 

Bottlers in nearly every section 
report similar price boosts, with 
the average wholesale figure for 
a case of Coke now ranging from 
96¢ to $1.20. 

“The Coca-Cola price break in 
such widely scattered and densely 
cities,” according to 
Daniel Surns, editor of Bottling 
Industry, “completely explodes 
the ‘volume at a nickel’ pricing 
policy that has been a major draw- 
back to soft drink industry prog- 


Pepsi-Cola generally is follow- 


ing the upward Coca-Cola trend, 
with its New York bottlers charg- | 
ing $1 for a case of 12-ounce bot- | 


tles—an increase of 4¢. The whole- 
sale charge for a case of 8-ounce 
bottles has been upped from 80¢ 
to 85¢. 

On the Pacific Coast, the Pepsi 
price has gone as high as $1.10 
for the 12-ounce case. Throughout 
the South, however, the price is 
still being held to 80¢ for the 
smaller bottle. In some southern 
markets, Pepsi expects to experi- 
ment with a new size—a 10-ounce 
bottle. 


ws Pepsi-Cola, which experimented 
briefly with cans, told AA it gave 
up that idea five or six months ago 
because the public wouldn’t buy 
three 12-ounce cans for 25¢ when 
it could get six 12-ounce bottles 
for the same price. 

The standard price for Seven-Up, 
which long has been 80¢ a case, 
got its first boost in Joliet, IIL, 
last July when the bottler there 
moved up to the 96¢ level. Since 
then, Seven-Up bottlers in Chicago 
and New York have made the same 
price advance. There have been 
smaller breaks in parts of New 
Jersey, but in Pittsburgh the case 
price has shot up to $1.01. Royal 
Crown Cola has followed the trend, 
going from 80¢ in many places to 
a range between 96¢ and $1.10. 


s Bottlers who do a vending ma- 
chine business are taking steps to 
alter the machines so that they 
will take more than a nickel piece. 
Some bottlers are now using ad- 
vertisements in an effort to justify 
price hikes, pointing out, in one 
instance, that the cost of living has 
gone up all along the line—with 
soft drinks being no exception. 
Last Sunday, a group of Rhode 
Island bottlers—not including Coke 
—ran a full-page ad in the Provi- 
dence Journal to announce that 
they were forced by rising costs to 
raise their prices and that this 
would bring higher retail prices. 
Many bottlers, in talking with 
customers, point out that their 
products come in highly inflexible 
containers, and since they can’t 
reduce the size of their packages— 
as could, say, canning manufac- 
turers—they must raise their 
prices. These bottlers also say their 
over-all costs have risen 35% to 
40% since the end of World War II. 


Appoints Houck Agency 

Argosy Ocean Inn, Miami Beach, 
has appointed Houck & Co. of Flor- 
ida Inc., Miami, as its agency. 
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November Sales of Chain Stores 


Gain - 


11 months————.% Gain 


1950 1949 


C/A 
7o 


or Loss 1950 1949 or Loss 


Food Chains 

‘Grand Union ..... $ 12,558,547 $ 10,729,841 +17.0 $ 115,662,384 $ 99,909,913 +158 
“Kroger Co. ....... 69,997,388 63,309,897 +10.5 782,964,903 743,131,308 + 5.4 
“National Tea ..... 27,228,413 22,478,228 +211 286,373,472 251,675,057 +13.8 
“Safeway .......... 87,743,668 80,630,889 + 88  1,006,595,117 1,012,318,080 — 0.6 

Group Total ..... $197,528,016 $177,148,855 +11.5 $2,191,595,876 $2,107,034,358 + 4.0 
Mail Order 
Sears, Roebuck ....$246,065,869 $212,058,626 +16.0 $2,147,510,906 $1,851,187,028 +16.0 
ST acanene esas 15,749,621 15,627,988 + 0.8 126,209,515 115,389,187 + 9.4 
*Montgomery Ward .. 123,084,483 115,726,581 + 6.4 1,005,363,811 956,999,961 + 5.1 

Group Total ....$384,899,973 $343,413,195 +12.1 $3,279,084,232 $2,923,576,176 +12.2 
Drug Chains 
. ere $ 3,872,188 $ 3,686,692 + 5.0 $ 41,727,355 $ 41,629,250 + 0.2 
Walgreen ......... 898, 12,746,921 + 1.2 145,931,090 144,332,171 + 11 

Group Total ....$ 16,770,572 $ 16,433,613 + 2.1 $ 187,658,445 $ 185,961,421 + 0.9 
Variety and Miscellaneous 
Adam Hat Stores ..$ 1,365,955 $ 1,466,911 — 69 $ 13,991,510 $ 14,300,834 — 21 
Angerman Co. Inc. 622,971 640, — 2.7 6,797,515 7,164,920 — 5.1 
Bond Stores ...... 7,339,501 7,285,991 + 0.7 65,324,379 72,655,127 —10.1 
Butler Bros. ...... 10,356,236 10,582,846 — 2.1 110,970,544 116,498,950 — 4.8 
©Diana Stores Corp. 1,498,013 1,353,814 +10.7 6,169,904 5,620,376 + 9.8 
Edison Bros. ...... 564,868 5,469,399 + 1.7 64,982,345 65,826,534 — 13 
Fishman, WW. H. ... 883,479 807,986 + 9.3 8,481,006 8,155,523 + 4.0 
SS ae 24,190,108 21,982,468 +10.0 205,035,853 193,719,009 + 5.8 
Grayson- Robinson : 

ee 7,800,988 7,126,984 + 9.5 72,899,246 66,130,861 +10.2 
>Green, H. LL. ...... 9,213,327 8,868,194 + 3.9 77,298,973 76,391,835 + 12 
Howard Stores Corp. 3,013,198 3,077,480 — 2.1 24,493,778 23,603,596 + 3.8 
‘Interstate Dept. 

SS btén ees hs 6,108,575 5,865,506 + 4.1 51,802,401 49,790,950 + 4.0 
Kinney, G. R. Co. 2,867,000 2,539,000 +12.9 29,636,000 28,296, + 4.7 
Kresge, $ S& ..... 26,685,664 25,572,794 + 4.4 243,975,941 239,448,798 + 19 
= Se ae 14,223,571 14,058,457 + 12 132,786,129 135,657,970 — 2.1 
9a 10,928,285 9,760,983 +12.0 98,082,1 96,334,935 + 18 
EE ie anscees 8,169,490 8,261,805 — 1.1 80,053,334 79,173,868 + 2.2 
>McLellan Stores ... 4,784,000 4,597,897 + 4.0 42,360,716 41,149,691 + 2.9 
Melville Shoe Corp. . 4,966,685 5,180,408 — 4.1 60,844,196 62,181,611 — 2.2 
Miller-Wohl Co. .... 2,521,819 2,687,421 — 6.2 9,704,282 10,128,292 — 4.2 
Murphy, G.C. ..... 12,533,513 11,487,613 + 9.1 123,452,742 117,083,111 + 5.4 
Nat'l Shirt Shops 

Se” gaddisesd® 1,390,982 1,252,001 +11.1 13,525,632 12,378,970 + 9.3 
Neisner Bros. ..... 5,096,814 5,207,114 — 2.1 47,742,660 47,499,706 + 0.5 
Newberry, J. J. .... 12,429,551 11,779,571 + 5.5 118,985,996 112,298,657 + 6.0 
i. £2 eas 96,663,984 84,172,298 +148 802,688,145 747,644,067 + 7.4 
Rose’s 5-10-25 1,748,502 1,548,264 +12.9 15,332,580 13,787,250 +11.2 
4Sterchi Bros. 

 shvenseces 944,092 1,047,138 — 9.8 11,301,166 9,846,695 +148 
Western Auto ...... 12,036,000 11,020,000 + 9.2 139,666,000 110,965,000 +25.9 
Woolworth, F. W. .. 54,980,047 54,509,196 + 0.8 520,601,720 506,237,521 + 2.8 
Group Total ....$350,927,218 $329,209,891 + 6.6 $3,198,986,801 $3,069,970,657 + 4.2 
Combined Total ..$950,125,779 $866,205,554 + 9.7 $8,857,325,354 $8,286,542,612 + 6.9 


‘Four weeks and 39 weeks. “Four weeks and 48 weeks. Ten month period. “Four month period. “Nine 


month period. 


Ralph Smith Heads Committee on AFA’s 
Understanding of Advertising Campaign 


New YorK, Dec. 21— Ralph 
Smith, executive vice-president of 
Duane Jones Co., has again been 
appointed to head a committee 
of 12 prominent advertising men 
to build a new version of the Ad- 
vertising Federation of America’s 
campaign for public understanding 
of advertising, according to Gra- 
ham Patterson, publisher of Path- 
finder and Farm Journal and AFA 
board chairman. 

Serving with Mr. Smith will be 
the following: 

Norman Boggs, general manager, 
WMCA; P. J. Everest, managing director, 
National Assn. of Transportation Adver- 
tising; Frederic R. Gamble, president, 
American Assn. of Advertising Agencies; 
Otto Kleppner, president, Otto Kleppner 
Agency; Anthony LaSala, production man- 
ager, Geyer, Newell & Ganger; Harold 
V. Manzer, business manager, Worcester 
Telegram & Gazette; Albert L. Morse, 
vice-president, Goodall Fabrics; G. A. 
Phillips, advertising manager, Cluett, Pea- 
body & Co.; Everett R. Smith, research 
director, Macfadden Publications; Art 
Stein, promotion manager, Newsweek, 
and Eugene S. Thomas, manager, WOR- 
TV. 

The committee is studying re- 
sults of the 1950 campaign, which 
was the most successful of the 
three so far. That program showed 
what.2 minute pee -orvne COst of 
eeck caacamer iiem goes into ad- 
vertising and how advertising in 
most cases actually helps to lower 
the cost. 


More than 600 newspapers, 900 
radio stations, hundreds of car 
card companies and outdoor board 
operators cooperated to reach an 
estimated 75,000,000 consumers, 
and the committee hopes to sur- 
pass that figure in 1951. The new 
campaign will be geared to the 
present mobilized economy. 


Mannings Starts Big Drive 


Mannings Hosiery, New York, 
has started its largest advertising 
program in 30 years through Mur- 
ray Director Associates, New York. 
Promotion features 600-line ads 
in Sunday newspaper magazines 
and 120-line copy in New York 
dailies. Consumer magazines, trade 
publications and car cards also will 
be scheduled. 


Fawcett Promotes Lengel 


William C. Lengel, who has been 
associated with Gold Medal Books, 
subsidiary of Fawcett Publications, 
New York, since its inception a 
year ago, has been named to the 
newly-created post of editor-in- 
chief. Jim Bishop continues as edi- 
tor. Mr. Lengel was formerly ex- 


ecutive editor of Today’s Wma. wu 


ID Tae Pate ROW CEL ia gazines. 


Wallace Joins ‘Courant’ 

Nancy Wallace has joined the 
advertising staff of the Hartford 
Courant. 


he record each arch 


of the finest perfiime 


and cosmetic advertising 


- BEAUTY FASHION. 


~ . Also publishers of DRUG AND: COSMETIC, INDUSTR 
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CBS Wins Round 
in Color Video 


Court Decision 


(Continued from Page 1) 

the whole thing really is academic 
right now and there is no possibili- 
ty of making color television be- 
cause of the emergency situation.” 

In the majority decision, Circuit 
Judge J. Earl Major and District 
Judge Philip L. Sullivan declared: 
“Our purpose is to restrain the ef- 
fective date of the [FCC] order 
until the aggrieved parties have 
had an opportunity to perfect an 
appeal to the Supreme Court.” 


s The court asserted that it was 
unimpressed by FCC and CBS 
arguments “that this order [FCC’s 
approval of commercial CBS color 
telecasts] at all hazards must be- 
come effective Nov. 20, 1950, the 
date fixed by the commission. This 
apparently was a magic date, so 
much so that defendants opposed a 
postponement until this court could 
have an opportunity to study and 
decide the issues presented.” 

“As we evaluate the situation,” 
the court decision said, “there are 
two courses open: (1) to allow the 
defendants’ [government’s] motion 
for a summary judgment, and (2) 
to vacate the order and send the 
proceeding back to the commission 
for further consideration in view 
of the recent developments in the 
color television field as well as 
the rapidly changing economic sit- 
uation. 


a “A pursuance of the latter 
course... would inevitably result 
in the prolongation of the contro- 
versy which badly needs the final- 
ity of decision which can be made 
only by the Supreme Court. In 
other words, the interest of all, so 
we think, will be better served 
with this controversy on its way 
up rather than back from whence 
it comes.” 

Among its reasons for attempt- 
ing “to preserve the status quo,” 
the court listed the expense to the 
public of adapters and converters, 
the fact that it would require from 
six to eight months before they 
could be made available, and the 
idea that people cuuld not be ex- 
pected to buy them as long as 
doubt and uncertainty existed re- 
garding the finality of the commis- 
sion’s order. : 


a The decision noted that the gov- 
ernment’s main argument against 
postponing the effective date of the 
order authorizing CBS commercial 
color telecasts was that the “in- 
compatibility” problem is rapidly 
increasing as the public buys sets 
which cannot receive 
24s" wittier ii color or in b&w. 

“This argument,” the court said, 
“is based on the assumption that 
the Supreme Court will sustain 
the validity of the order. It ignores 
a contrary possibility...Even if 
the order was in effect, the owners 
of existing receivers could not 
within the next several months 
obtain the equipment which would 
enable them to receive the author- 
ized broadcasts. 

“But assume that they could and 
did so,” the court continued, 
“where would the public find it- 
self in the event the order was held 
invalid by the Supreme Court? 


w “In our view, the public interest 
in this matter has been magnified 
far beyond its true perspective. We 
are even told that this suit is a 
contest between television manu- 
facturers and the public, on some 
theory that it is to the financial 
gain of the former to refuse and 
delay the manufacture of television 
sets capable of receiving the broad- 
cast authorized. 


< 


Last Minute News Flashes 


L. Rohe Walter Joins Erwin, Wasey & Co. 


New York, Dec. 22—L. Rohe Walter, formerly director of advertis- 


‘ing and public relations of Flintkote Co. and with the F. W. Dodge 


Corp. as director of client relations of the Sweet’s Catalog Service di- 
vision, has joined Erwin, Wasey & Co. in an executive capacity. Mr. 
Walter is editor-in-chief ef the McGraw-Hill Library of Business 
Management. From 1946 to 1949 he was chairman of the industrial ad- 
vertisers committee of the Assn. of National Advertisers. 


Sam Smith Shoe Corp. Signs New TV Show 

New Market, N. H., Dec. 22—Sam Smith Shoe Corp., maker of 
“Little Yankee” shoes, has purchased “Half-Pint Party,” a new tele- 
vision show, through Dancer-Fitzgerald-Sample. The program will 
be seen Wednesday and Friday afternoons (4:45-5 p.m., EST) over 
ABC-TV. 


Saturation Spots for Acousticon; Other Late News 


e Dictograph Products, New York, will sponsor a saturation series of 
14 Mutual broadcasts in a special campaign starting Jan. 15 and run- 
ning through Feb. 12. Acousticon hearing aids will be advertised. 
Atherton Advertising Agency, Los Angeles, handles the account. 


e William E. Christopher, service production director for LeVally 
Inc., Chicago, has been appointed vice-president, effective Dec. 15. 
Before joining LeVally two years ago, Mr. Christopher was in charge 
of production for Howard H. Monk & Associates, Rockford, Ill. 


e Canada will see color television for the first time next June in Mon- 
treal when a program of medical and surgical procedures will be 
broadcast during a meeting of the Canadian Medical Assn. The pro- 
gram will be directed by the Smith, Kline & French medical television 
unit, Philadelphia, and will be sponsored by SK&F’s Canadian affili- 
ate. The CBS system will be used. 


e National Register Publishing Co., publisher of the Standard Adver- 
tising Register, which has been in the McGraw-Hill Bldg. for the 
last 15 years, has moved to 130 W. 42nd St., New York 18. 


e@ Ol-Tyme Medicine Co., Warren, O., maker of a skin preparation 
containing avocado oil and a chest rub, has named the Kenneth Rader 
Co., New York, to handle its advertising. Rader will run two cam- 
paigns in newspapers and farm publications for the products. 


e Donald B. Armstrong Jr., director of research and a member of the 
advisory plans committee of McCann-Erickson, has been appointed 
a vice-president. 


e Kay C. Jones, formerly associate merchandise editor of Flair, has 
been appointed women’s wear coordinator of the Wool Bureau Inc. 


e Chicago television stations last week presented a series of counter 
proposals regarding talent costs and working conditions to Television 
Authority in contract form. The union came back with revised pro- 
posals Dec. 21. The negotiations, which started early in December, 
have been recessed until Jan. 3. TVA and the broadcasters now are in 
substantial agreement on working conditions, but still far apart on 
wages. 


“Any merit in this contention, so 
we think, is completely overshad- | Radio Parts Group 
Joins Fight Against 


owed by what appears to be evi- 
dent, that is, that the contest is 
Color Television 
Dec. 21—Radio 


mainly between two great broad- 
casting systems for a position of 


advantage in this rapidly develop- WASHINGTON, 


CBS. uoOke Soa 


ing field of television. 

“Another reason why the order 
should be stayed,” the decision 
read, “is the existing economic 
situation, recognized by Commis- 
sioner Sterling in his dissenting 
opinion [in which he cited man- 
power and materials shortages 
and the need for electronic de- 
vices]. ; 

“It is a matter of common 
knowledge that the situation thus 
described becomes more acute with 
each passing day, and the prospects 
are that it will be far worse be- 
fore it is better. %t 
ceivable “that either the commis- 
sion or the government would un- 
der such circumstances desire, 
much less insist, that the order in 
controversy be made effective.” 

District Judge Walter J. LaBuy, 
the third member of the court, 
wrote a dissenting. opinion in 
which he said that he would pre- 
fer to “restrain the enforcement 
of the [FCC] order.” 

“It is my opinion,” said Judge 
LaBuy, “the commission’s pre- 
cipitous action in entering the 
order...and its refusal to hear 
additional evidence clearly in- 
dicates an abuse of discretion and 
constituted action which was arbi- 
trary and capricious.” 


Opens Reproduction Division 


Jahn & Ollier Engraving Co., 
Chicago, photoengraver, has 
opened a new offset reproduction 
division designed to service print- 
ers and lithographers from nega- 
tives to color proofing. Included in 
the new plant equipment is a pre- 
cision camera, accommodating 40” 


| glee eP ESE 


negatives, and built with magazines 


| to hold two different screens. 


o 


parts wholesalers brought the color 
television fight to the National 
Production Authority yesterday. 
They asked NPA to prevent scarce 
materials from going into color 
equipment. 

Wholesalers said parts are so 
scarce that available supplies 
should go to the maintenance of 
sets currently in use, or the pro- 
duction of similar sets. 

Newspapers erroneously re- 
ported that NPA Chief William H. 
Harrison had forwarded the reso~ | 
lution to the Fsaawé Srreecarsitia=§ 


"“ffons “Commission, with the impli- 


cation that it warranted their 


attention. 


a Actually, this is what happened: 

The NPA information officer 
covering the radio industry meet- 
ing prepared a release which told 
of the anti-color TV resolution. 

As a matter of courtesy, the NPA 
press office called the FCC press 
office to say that the release, of 
interest to FCC, was being issued. 

As of noon today, NPA Chief 
William H. Harrison had not re- 
ceived the resolution. He has not 
sent it to the FCC. NPA officials 
pointed out that Mr. Harrison does 
not have to consult FCC about 
color TV because FCC does not 
authorize or curtail the production 
of receiving equipment. Mr. Har- 
rison does. 


Leblang Plans Own Agency 
Mack Leblang has resigned as 
general manager of Fred Wittner 
Advertising, New York, and will 
open his own agency, the Mack 
Leblang Co., on Jan. 2, at 55 W. 


42nd St., to specialize in industrial | 


advertising and public relations. 


|Flakes had eight firsts, 


14-Market Consumer Preference Data 
Book Issued by ‘Milwaukee Journal’ 


MILWAUKEE, Dec. 19—Data on 
consumer preferences in 50 cities 
in 14 markets across the nation 
have been published by the Mil- | 
waukee Journal. The 120-page) 
booklet consolidating market in- 
formation, titled “Fourteen Mar- 
ket Comparison of Consumer Pre- 
ferences,” presents findings on 3,- 
500 individual brands. 

The data is designed to enable 
a manufacturer to determine rela- 
tive sales potentials in all markets 
covered and also the competitive 
situation in each market. 

The digest of product use and 
brand preference for 131 classifi- 
cations was published in collabora- 
tion with the Omaha World-Her- 
ald, Indianapolis Star, St. Paul 
Dispatch and Pioneer Press, Sacra- 
mento Bee, Fresno Bee, Modesto 
Bee, Columbus Dispatch, San Jose 
Mercury - Herald News, Illinois 
Daily Newspaper Markets, Seattle 
Times, Birmingham News and 
Post-Herald, Deseret News and 
Spokane Chronicle and Spokes- 
man-Review. 


s A total of 44,200 families pro- 
vided the data on which the digest 
is based. Plans already have been 
completed for the standardization 
of subjects to be covered in the 
1951 Consumer Analysis, which 
will be made by each of the parti- 
cipating newspapers. A new “Con- 
solidated Consumer Analysis” will 
be published in the spring of 1951. 

Highlights of the 1950 digest: 

Television Receivers—Milwau- 
kee has the highest percentage of 
ownership with 20.4%, followed by 
Columbus, 18.2%, and St. Paul, 
10.8%. Admiral is the leading 
brand in Milwaukee and St. Paul; 
RCA in Columbus. 

Home Owners and Renters— 
Sacramento has the greatest per- 
centage of home owners with 
76.9%, followed closely by Fresno 
with 76.6%. Milwaukee has only 
49.7% of home owners. 

Scotch—Black & White led in 
seven of the ten markets anal- 
yzed, White Horse in three. 

Gin—Gordon was the preferred 
brand in seven markets, Gilbey in 
two and Fleischmann in one. 

Soft Drinks—Coca-Cola led in 
nine markets, Seven-Up in one, 
Par-T-Pak in one. 

Day Most Groceries Bought— 
Saturday was first in seven mar- 
kets, Friday in four. 

Regular Flour—Gold Medal led 
in ten markets. 

Prepared Cake Flour—Swans 
Down had 11 firsts. 

Vegetable 
raeseHiss ifftth markets. 

Packaged Coffee—Hills Bros. led 
in nine markets. 

Instant Coffee—Nescafe had ten 
firsts. 

Packaged Tea—Lipton’s led in 
all ten markets studied. 

Dessert Powders—Jell-O Pud- 
ding had 11 firsts. 

Cold Breakfast Foods—Kellogg’s 
Corn Flakes was first in 11 mar- 
kets. 

Hot Breakfast Foods—Quaker 
Oats was first in 11 markets. 

Household Laundry Products— 
Tide led in six markets, White 
King in three, Oxydol in three and 
Duz in one. 

Window Cleaners—Windex was 
the leader in six markets, Gold 
Seal Glass Wax in three and Bon 
Ami in one. 

Products for Dishes—Tide had 
ten firsts and Duz, Vel, Dreft and 
Ivory bar, one each. 

Products for Walls, Floors, 
Woodwork—Spic & Span led in 
all 14 markets. 

Products for Fine Fabrics—Lux 
Ivory 
Flakes five and Dreft one. 

Self-Polishing Liquid Wax—}| 


Shortening ~ =e Lriscns. 


Johnson’s had 12 firsts. 

Tooth Powder—Colgate led in 
eight markets, Dr. Lyon’s in four 
and Calox in one. 

Tooth Paste—Colgate was first 
in 13 markets. 

Electric Shavers—Schick was 
first in seven markets, Remington 
in three and Sunbeam in one. 

Toilet Soap—Lux had nine firsts, 
Palmolive three,_Ivory one and 
Camay one. 

Safety Razor Blades—Gillette 
led all 11 markets studied. 

Permanent Wave Kits—Toni had 
14 firsts. 

Liquid Shampoo—Halo had 12 
firsts, Breck one. 

Cream Shampoo—Lustre Creme 
had ten firsts, Prell two and Rayve 
one. 

Mechanical Refrigerators—Frig- 
idaire led in eight markets, Gen- 
eral Electric in five and Servel 
Electrolux in one. 

Owners of More than One Auto- 
mobile—San Jose, 19.9%, Fresno, 
18.3%, Modesto, 17.7%, Sacramen- 
to, 15.7%, Salt Lake City, 9.4%, 
Milwaukee, 4.2%, Birmingham, 
3.6% and Omaha, 3.4%. 

Gasoline—Standard had seven 
firsts, Shell two, Phillips 66 two, 
Wadhams one and Sohio X-70 one. 

Cigarets, Women—Lucky Strike 
led in eight markets, Camel in two 
and Chesterfield in two. Columbus 
had the most women smokers of 
any city, with 43.1%. 

Cigarets, Men—Camel, ten firsts, 
Chesterfield one, Lucky Strike one. 
Columbus also had most men 
smokers, with 69%. 

Cigars—Most smokers in Mil- 
waukee, 31.4%. El Roi Tan led in 
six markets, King Edward in two. 


Two Cowles Radio 
Stations to Join 


Columbia June 15 


Des MoInes, Dec. 19—Station 
KRNT, 5,000-watt Cowles Broad- 
casting Co. outlet in Des Moines, 
and Station WNAX, 5,000-watt 
Cowles station in Yankton, S. D., 
will join the Columbia Broadcast- 
ing System on June 15, 1951. Both 
stations currently are affiliated 
with American Broadcasting Co. 

The move was somewhat of a 
surprise to Des Moines radio cir- 
cles since Ralph Atlass, brother of 
CBS Vice-President H. Leslie At- 
lass, headed a group which recent- 
ly purchased Station KIOA (10,- 
000 watts daytime, 5,000 watts 
nighttime), and KIOA officials 
had indireted.edctctn 
soon become a CBS affiliate. 

The shift will leave Des Moines’ 
5,000-watt KSO—currently a basic 
CBS affiliate—minus a network 
affiliation. Whether KSO or KIOA 
(now with Mutual) will bid for a 
contract with ABC is not known. 


Pullman-Standard Names 2 

Pullman-Standard Car Mfg. Co., 
Chicago, has promoted E. Preston 
Calvert from assistant to director 
of public relations. Hugh W. Foster, 
formerly special assistant in pub- 
lic relations, has been named ad- 
vertising manager. Paul Acker- 
man has been appointed editor of 
employe publications. Both will 
work under Mr. Calvert. 


Rex Gay Improving 

Rex Gay, Redbook represent- 
ative in Chicago, who has 
been seriously ill, has improved 
sufficiently to return to his home 
at 908 Judson Ave., Evanston, but 
is still not well enough to see vis- 
itors. 


Joins Hewitt. Ogilvy. Benson 

George Kohlmann, formerly 
with Prentice Hall, has been ap- 
pointed to the copy staff of Hewitt, 
| Ogilvy, Benson & Mather, New 
Yor 
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Packagers Undismayed 
Despite Uncertainties 


(Continued from Page 1) 
several designers told AA, will be 
photographic representations which 
don’t materially affect the looks 
of the package itself. 

A number of designers said they 
are busy revising labels that now 
appear on tin cans so that they 
can be used on glass jars. De- 
signers, who are advising clients 
that the quality and whiteness of 
box-hoard containers may be ex- 
pected to deteriorate in the future, 
are also working on labels calcu- 
lated to overcome the anticipated 
grayness of packages made from 
this material. 


ws Most designers are agreed that 
intermediate-size packages will be 
cut back, in favor of stepped-up 
production ef large sizes—a de- 
velopment viewed ds an important 
factor in conserving package ma- 


for 
SENSATIONAL RESULTS 


“MARTHA'S CUPBOARD” 


x 


(featuring Martha Bohlsen) 
with the 


Hard-Selling, 4-Way 
wow 
FEATURE FOODS 


Merchandising Plan 


Now Available To Advertisers Of 
Acceptable, Non-Competing Pro- 
ducts Sold in 


Pee Sig tae FOOD 


@ Minimum Contract... 
2 Participations Per Week For 
13 weeks. 


@ Rate Per Participation: $46.75 
(5% off for 4 or 5, 10% off 
for 6 Participations per week.) 


DON’T DELAY 
Get Full Information Now 


RADIO 


SALES 


Insurance Bidg., Omaha 
Telephone WEbster 3400 


Frank P. Fogarty, Gen'l. Mgr. 
Lyle DeMoss, Asst. Gen'l. Mgr. 


or 
ANY JOHN BLAIR OFFICE 


terials. 

A spokesman for Egmont Arens, 
industrial designer, who believes 
the packaging field faces ‘a pretty 
tough time in every respect,” said 
his company always advises clients 
to standardize the size of their 
packages because of resulting 
lower costs and higher production. 

One designer said a major client 
was moving toward greatly in- 
creased use of glass—a move stim- 
ulated by real or expected short- 
ages in tin, steel, plastics and other 
important container materials. 
However, he warned that glass 
manufacturers might tend to be 
selective of their clients in the 
future, mindful of their World War 
II and postwar experience. 


= He explained that some people 
who used tin cans until war short- 
ages caught up with them promptly 
turned to glass to fill the gap. 
Then, when tin again became 
available, these people even more 
promptly stopped their glass or- 
ders and returned to the metal. As 
a result, he said, offended glass 
manufacturers are not now anxious 
to sell to those who are likely to 
follow the same pattern. 

However that may be, “glass is 
the bright hope of those packagers 
who may be forced out of metals 
and plastics,” according to Mod- 
ern Packaging. “Apparently ample 
production capacity exists and 
glass uses practically no strategic 
materials—although of course glass 
containers do need metal or plas- 
tics for closures. 

“The only material bottlenecks 
in glass production during the last 
war were, toward the end of the 
conflict, shortages of soda ash and 
scarcity of refractory brick, needed 
for periodic relining of the fur- 
naces.” 


ws Supporting this optimism is the 
Glass Container Manufacturers In- 
stitute, which appears confident of 
the ability of the glass industry 
to meet the increased demands cer- 
tain to be made on it. While the 
glass industry is far from big 
enough to supply by itself the 
needs of the entire container field, 
its capacity and potential seem to 
be enough to ease some of the 
major packaging strains. 
Spokesmen for the institute point 
out that in 1941 the capacity of 
the glass industry was 80,000,000 
gross units a year. By 1946 this 
level had been raised to 115,000,- 
000 units. While estimated produc- 
tion for 1950 is 105,000,000 gross 
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industry is rated at 141,000,000 
gross units. Moreover, the institute 
says, this figure could be raised 
to the 150,000,000 mark if molds 
were standardized. 


w Laurence V. Burton, executive 
director, Packaging Institute Inc., 
stressed that the business of sub- 
stituting for package materials is 
an immensely complex operation, 
involving shortages and scarcities 
and allocations at every step. He 
said that finding substitutes for 
packaging materials doesn’t stop 
there, but also means coming up 
with substitutes for the substitutes. 

He added that if a manufacturer 
found his package was going to 
be less and less attractive he would 
have to give his product increased 
advertising appeal if he desired to 
maintain the price. 


a The Toilet Goods Assn.,. which 
said the industry is going to do 
the best it can in the face of de- 
velopments, thinks ingenuity will 
play a major role if and when 


things get tough. If metal pack- 
ages are out, the industry will | 


move to plastics and wood and sta 


paper and fibre. 

Toilet goods companies will go 
right ahead with their advertis- 
ing, it was said, stressing the theme 
that metal and other materials 
hav2 gone into defense efforts. A 
spokesman for the association said 
that, while toilet goods might not 
then come in pretty packages, “we 
don’t have to convince women 
about the desirability of our prod- 
ucts.” 

Can Manufacturers Institute, 
Continental Can Co., National Can 
Corp., American Can Co. and the 
U.S. Brewers Foundation all are 
watching the tin situation very 
closely. 


a One story out of Washington 
last week which got careful scru- 
tiny from these people was the an- 
nouncement by the National Pro- 
duction Authority that it will 
shortly issue a regulation limiting 
the civilian consumption of tin. 
An NPA spokesman indicated that 
the cut-back would amount to 
something less than 30%. 

Of equal interest was the dis- 
closure that the NPA is planning 
ways of conserving tin and other 
critical materials used in making 
containers and bottle caps. How- 
ever, the move to conservation, it 
was indicated, will not include any 
regulation now against the produc- 
tion of beer cans. (The brewing in- 
dustry used 3,705,000,000 cans in 
1949 and about 4,000,000,000 this 
year.) 

The NPA spokesman added that 
the following three steps were en- 
visaged: 

1. An order directing manufac- 
turers of tinplate (the steel-base 
product from which cans are 
made) to apply a thinner coat of 
tin on the steel-base. 

2. Forced substitution of “black- 
plate” for tinplate in making some 
kinds of cans. 

3. Standardization of sizes of tin 
cans. 


a If the international situation gets 
tough enough and this country goes 
into an all-out war economy, con- 
sumer package people feel that a 
number of less essential products 
will be eliminated from the scene 
entirely, at least for the duration. 

But, they say, in such an econ- 
omy, the civilian market would 
deteriorate in such a way that 
the great majority of manufac- 
turers could sell their products 
even if those products were pack- 
aged in newspaper, or what have 
you. 


Colonial Names Greenthal 


Colonial Airlines, New York, has 
named the Monroe Greenthal Co., 
New York, as its agency. A news- 
paper campaign in approximately 
13 papers and spot radio promotion 
in Syracuse and Ottawa is now in 
\ASEIVSS “TiS “will” “be siippie- 
mented shortly by a magazine 
campaign. Dowd, Redfield & John- 
stone, New York, formerly serviced 
the Colonial account. 


Has New Reproduction Method 


Belmont Process Inc., a newly 
formed lithographic company at 
636 11th Ave., New York, is intro- 
ducing a new method for reproduc- 
ing illustrations and pictures with 
better detail, known as the Bel- 
montone process. Exact details of 
the process, other than that it em- 
ploys all the materials currently 
used for reproduction, are not 
available. 


Forms Consultant Service 


Harry O’Brien, formerly execu- 
tive vice-president of O’Brien & 
Dorrance (now Dorrance-Wad- 
dell), New York, has formed a cre- 
ative and consultant service in the 
graphic arts, with offices at 302 
E. 45th St., New York. 


Adds Jack Wolt; Ups Elliott 


Fred Wittner Advertising, New | 


York, has added Jack Wolf, for- 
merly with International Nickel 
Co., to its copy staff, and has pro- 
moted Melvin Elliott from the copy 
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Martial Predicts Packaging Changes sir 


New York, Dec. 19—The pack- 
aging “extravaganza” is over. 

That’s how Jacques Martial of 
Martial & Scull, industrial designer 
and package development engi- 
neer, interprets the declaration of 
a state of emergency and the re- 
strictions imposed—or soon to be 
imposed—on civilian production. 

“It means cutting out all super- 
duper, double-extra-chrome ba- 
loney or ‘schmaltz’ from all pack- 
ages and products,” he said. “It 
means a changed slogan, from ‘big- 
ger and better things’ to ‘smaller 
and better things.’ It means partial 
re-tooling for a long, very long 
period of austerity. 


a “Substitution alone will not do,” 
said Mr. Martial. “Yet we must 
produce as many civilian goods as 
possible from the materials allo- 
cated under war mobilization—or 
profit will be a thing of the past.” 

In Mr. Martial’s view, however, 
the picture is not all dark. “This 
imposed austerity may be what we 
ourselves make it,” he explained. 
“It may very well be the oppor- 
tunity to improve our methods of 
production and lead us to much 
better products and more practical 
and functional packaging. 

“With the ‘schmaltz’ out of the 
way, designers may have a greater 
voice and maybe the opportunity 
to show what good taste can do. 
The first thing we must do is kill 
our habit of wasting. 


a “This wasting habit applies very 
much to the present situation in 
packaging. The idea of making 
things look bigger than they really 
are must be changed to make pack- 
ages as compact and attractive as 
possible. More sober package de- 
sign is imperative if manufacturers 
want to keep sufficient volume of 
business for civilian consumers. 

“Since 75% of consumer prod- 
ucts are packaged items,” Mr. 
Martial continued, “much thought 
must be given to reducing the 
amount of cardboard, tin and plas- 
tic material that goes into the aver- 
age package. Why should it be 
necessary for the cosmetic and 
other luxury industries to display 
their products in large platformed 
cartons, decorated with lots of foil 
paper and multi-color printing? 

“Some industries will have 
greater allocations of materials for 
packaging than others. For in- 
stance, the food industry will be 
the least affected by restrictions, 
and sufficient materials for pack- 
aging will be allocated for all food 
products. 


a “However, there will be some 
substitution—but it will not af- 
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much as it will the cosmetic in- 
dustry. Nevertheless, it will be 
wise for the food industry to apply 
conservation methods and to re- 
design its packages and labels to 
fewer colors in order to save labor 
and power. This can be accom- 
plished by simplifying designs as 
much as possible. 


“In the cosmetics field, let us| 
reduce the present outlandish size | 
of display cartons. Let’s make the | 
container smaller so that we do not | 
need an eight-ounce bottle to hold | 
four ounces of lotion. Let us avoid | 
triple packaging of the product for 
display and shipping. The design 
of the package can give a product 
just as much sales attraction in a 
small container as it can in a large 
box or bottle. 


a “In the confectionery field, let 
us cut out the extended bottoms, 
the overhanging tops, and the 
multi-color printing. We can even 
reduce the size of the candies and 
chocolates themselves and _ sell 
smaller-size boxes; for example, 
12-ounce boxes instead of one- 
pound sizes. 

“One of the industries sure to be 


’ 


most affected will be the toy in- 
dustry,” Mr. Martial said. “This 
industry, which uses an enormous 
amount of paper and cardboard in 
the production of toys and games, 
will have to start immediately a 
program of severe conservation, 
Toys and games will have to be 
greatly reduced in size and the 
packaging will have to be much 
more compact. Here again, the use 


of fewer colors in printing will be ¥ 


a step toward the conservation of 
both labor and power. 

“Novelty manufacturing will al- 
so be sharply curtailed, both in 
its products and packages. But 
with intelligent thinking, novelty 
makers can in’ some cases take 
advantage of the situation by pro- 
ducing certain items which will fit 
current conditions. 


s “The clothing and allied indus- 
tries,’ Mr. Martial said, “can re- 
vise their packaging programs, too, 
All the goods sold through retail- 
ers, department and drug _ stores 
must be more practically pack- 
aged than heretofore. In many in- 
stances, folding cartons could be 
substituted for setup boxes.” 

Mr. Martial said that manufac- 
turers who follow a rigid con- 
servation program will be able to 
produce a satisfactory number of 
items of more compact size than 
is the rule today. “Such a pro- 
gram will not reduce the manu- 
facturer’s profit as much as if he 
decided to continue with a re- 
duced output of his present-size 
package.” 

He said this procedure would, in 
turn, mean that the loss to the re- 
tailer caused by the curtailment. 
in civilian production would b. 
reduced to a minimum. 

Mr. Martial said advertising 
agencies are “well equipped to pro- 
mote a program of conservation 
and help their clients in the new 
merchandising campaigns neces- 
sary to publicize the revamped 
packages.” 


Boston Has 609,388 TV Sets 


As of Dec. 1, there were 609,388 
television sets in the Boston mar- 
ket, according to WBZ-TV and 
WNAC-TV, Boston. During No- 
vember, more than 29,000 sets were 
sold. Estimates of television sets in 
the Providence area were placed at 
100,338, an increase of 4,778. 


Shoe Company Appoints 


William D. Benjes has been appointed 
vice president in charge of sales for 
Commonwealth Shoe and Leather Com- 
pany, Whitman, Mass., manufacturers 
of men’s and boys’ shoes. He is one 
of 261,580 daily Wall Street Journal. 
readers from coast-to-coast. To reach 
men who are stepping up in business, 
advertise in America’s Only National 
Business Daily. 

(Advertisement) 
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} Siragusa Says CBS Offered Color TV 


Rights for $3,000,000; CBS Says No 


(Continued from Page 2) 
the automobile.” He contended 
that video has an almost universal 
appeal (the public will spend al- 
most $2 billion for receivers alone 
this year); that demand in TV 


i markets is far from satisfied; that 


; potential demand in markets with- 
out stations is enormous; that the 
replacement market already is sub- 
stantial and that multiple set own- 
ership is on the increase. 

The major problems of the in- 
dustry, in addition to the war pro- 
duction program itself, are the 
war-created factors of Regulation 
W and higher income taxes, the 
possibility of an excess profits tax 
and the color TV controversy. 


' 9 Mr. Siragusa decried the FCC 
| decision adopting the CBS ‘color 
fystem. 

He expressed a hope that the 
tourts will allow RCA and other 
glectronic color systems to com- 
pete with CBS for public accept- 
ance. “I haven’t a shadow of a 
doubt that if the public is given 
such an opportunity to decide it 
will flatly reject the Columbia 
system,” he asserted. 

Mr. Siragusa also reviewed the 
tise of Admiral from the date of 
its founding in 1934 with $3,400 in 
tapital and annual sales of $240,- 
900, to its current nine plants and 
a $230,000,000 sales volume this 
fear (with TV accounting for 
$173,000,000) . 


s “Stated in terms of production,” 


L he continued, “Admiral’s TV bus- 


iness has mounted from 25 sets 
per day in January, 1948, to a cur- 
trent rate of 5,000 sets per day. 
Over 50% of all the three-way 
tombinations being sold today, and 
' over 70% of all the combinations 
with the big 19” screen, are Ad- 
mirals. Since combinations repre- 
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sent the high bracket sales—and 
also the highest profit sales—our 
dollar volume is the largest in the 
TV industry... 

“We are also great believers in 
advertising,” he declared. “You 
have to be if you want to achieve 
the economies of mass producing 
and marketing. This year $17,000,- 
000 was spent advertising the Ad- 
miral name. That is among the 
largest sums spent on a single 
brand name by American business. 
Yet, measured against the value 
of Admiral products sold at retail, 
it is approximately 4¢ per dollar.” 

To compound the _ confusion, 
newspaper and wire service writ- 
ers broke the release date in han- 
dling Mr. Siragusa’s talk. The Sir- 
agusa statement was widely pub- 
lished before he made it this noon, 
and Mr. Stanton announced his 
denial before the Admiral execu- 
tive actually voiced it. 


WFIL-TV Sets Up New Contract 
for Mail Order Advertising 

WFIL-TV, Philadelphia, in a 
move to protect the buying public 
from possible use of station facili- 
ties for mail order selling by un- 
scrupulous promotors, has set up 
new contract regulations to govern 
acceptance of such business. Roger 
W. Clipp, general manager of the 
station, told ADVERTISING AGE that 
every product advertised on a mail 
order basis over WFIL-TV must 
be backed by a certificate of ap- 
proval from a recognized testing 
laboratory or by the reputation of 
an established merchandising con- 
cern. 

Mr. Clipp pointed out that the 
action “should in no way be inter- 
preted as unwarranted censorship 
of the advertising of reputable or- 
ganizations.” A new company with 
only a recently established mer- 
chandising background will be 
given a time contract only after 
thorough investigation of company 
resources. 


Howe Scale Names Garlow 


Walter F. Garlow, formerly ad- 
vertising manager of Hewitt Rub- 
ber division and Hewitt Restfoam 
division of Hewitt-Robbins Inc., 
Buffalo, has been named sales pro- 
motion manager of Howe Scale 
Co., Rutland, Vt., manufacturer of 
scales, trucks, trailers and dollies. 
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talking to Wayne W. Parrish, editor and 
who presided 


AIRLINES ASSEMBLE—The largest group of top airline officials who ever gathered 
in one place—43 presidents, board chairmen and other executives of certificated 
airlines—gathered at the Carlton Hotel, Washington, on Dec. 14 as guests of Amer- 
ican Aviation Publications to hear an off-the-record talk by Delos W. Rentzel, 
new chairman of the Civil Aeronautics Board. In this photo Mr. Rentzel (left) is 


publisher of American Aviation Magazine, 
at the dinner. 


New York, Dec. 19—McGraw- 
Hill Publishing Co. today denied 
and denounced charges made by 
Caldwell-Clements, publisher of 
Radio & Television Retailing and 
Tele-Tech, in a suit filed recently 
(AA, Dec. 11) in the U. S. district 
court here. The suit asks treble 
damages amounting to $5,400,000 
together with a decree to restore 
“competition in the publication of 
trade and industrial magazines.” 

“This is the third suit filed by 
the same party against McGraw- 
Hill in the last two years,” the Mc- 
Graw-Hill statement says. “In one 
of the suits, Caldwell-Clements ap- 
plied for a temporary injunction 
which has since been withdrawn. 
The other action is still pending. 

“Merely to brand the charges of 
illegality made in this suit as en- 
tirely false, as they most certain- 
ly are,” McGraw-Hill declares, 
“would not serve adequately to 
set the record straight. And it is 
necessary to set the record straight 
because the charges made in this 
suit are in reality an attack on the 
publishing business, advertisers in 
magazines, and the Audit Bureau 
of Circulations. 


a “For example,” the statement 
continues, “the complaint alleges 
that McGraw-Hill has agreements 
with its competitors to divide ter- 
ritories ‘so as to avoid competition 
mith one another’ “Yheé complaint 
mentions two so-called ‘competi- 
tors’ with which these agreements 
are claimed to have been made. 
One of these companies has not 
been in business for over 20 years. 
The other name given, so far as we 
know, was never used by any pub- 
lishing company, although it may 
have had reference to a company 
which has not been in business for 
over 25 years. [Editor’s Note: The 
companies mentioned are United 
Business Publishers and Class 
Corp.] 

“Another charge,” McGraw-Hill 
says, “is that McGraw-Hill has 
acquired control of the policies of 
the Audit Bureau of Circulations 
and has used the ABC to ‘monopo- 
lize trade and competition in the 
business and trade magazine fields.’ 
This charge is so ridiculous on its 
face that its mere recitation dem- 
onstrates its falsity. 

“A third charge is that McGraw- 
Hill has secured exclusive contracts 
from advertisers under which the 
advertiser has agreed to place his 
business in McGraw-Hill maga- 
zines and in no competitive maga- 
zines. Publishers and advertisers 


McGraw-Hill and Caldwell-Clements 
Express Vehement Stands on Lawsuit 


ever to it. 

“Other charges of illegality made 
in the complaint,” the statement 
concludes, “not only are false but 
utterly fantastic.” 


w Dr. Orestes H. Caldwell, editor 
of the two Caldwell-Clements pub- 
lications and treasurer of the com- 
pany, asked to comment on the 
McGraw-Hill statement, said, “If 
your magazine decides to print any 
comment on this law suit, I sug- 
gest that it refrain from relying on 
releases by either party, particu- 
larly when the releases use such 
words as ‘false,’ ‘fantastic’ or ‘ab- 
surd,’ and that you consult the of- 
ficial court records on file in the 
U. S. court house, from which 
your magazine is entitled to make 
full and fair comment. 

“For your information the es- 
sence of the law suit is the charge 
that in 1939 McGraw-Hill ob- 
tained a 60% stock control in the 
Caldwell-Clements Co. by means 
of which McGraw-Hill imposed 
various restrictions on Caldwell- 
Clements resulting in suppression 
of its competitive activities vis-a- 
vis certain McGraw-Hill publica- 
tions; that the restrictions imposed 
on Caldwell-Clements continue 
right up to date and that similar 
restrictions have been imposed on 
other independent publishers by 
McGraw-Hill. 


a “The McGraw-Hill statement 
represents a strained effort to 
divert attention from the specific 
charges against it by urging that 
the complaint is a blunderbuss 
charge against the entire publish- 
i-g industry. The fact is that no 
general or specific charge in any 
wise is involved with respect to 
the publishing industry at large, 
or with respect to any other pyub- 
lisher or advertiser. 

“There likewise is no complaint 
against the Audit Bureau of Cir- 
culations as such. McGraw-Hill 
and its principals are and remain 
the sole defendants of the law suit.” 


Proposes Col. McCormick 
for Secretary of State 


Dr. Harold Levy, Denver opto- 
metrist, in a three-column ad in 
the Denver Rocky Mountain News, 
Dec. 18, proposed that Col. Robert 
R. McCormick, editor and publisher 
of the Chicago Tribune, be ap- 
pointed Secretary of State. 

“If Secretary of State Acheson 
is to go,” Dr. Levy said, “then that 


statesmen and modern day execu- 
tives, Col. Robert R. McCormick, 


know that no such contracts have | 
ever been made, and that the | 


barge ha no . aD e whatso- 


une, would be the best possible 
choice for the post of Secretary of 


greatest of all living scholars and | 


the publisher of the Chicago Trib- | 
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British Will Entertain 14 
Young Admen at Convention 


The Advertising Assn. of Bri- 
tain has announced a plan by 
which young advertising people 
from the United States will be 
guests for 14 days in England be- 
ginning July 7. These guests, who 
are to be under 25 years of age 
and already working in advertis- 
ing, will be chosen by advertising 
associations or clubs in this coun- 
try and approved by the Ameri- 
can committee for the Internation- 
al Advertising Conference in Lon- 
don, July 7-13. 

They will be entertained by the 
Advertising Assn., first as guest 
delegates for the seven days of the 
convention and then on _ tours 
around the British Isles. Their full 
expenses in that country will be 
paid. The guests, or their sponsor- 
ing organizations, must provide 
only their travel expenses to and 
from England. 


Breiel Named Western V. P. 


John H. Breiel, formerly western 
manager of the Reader’s Digest 
International Editions Inc., has 
been appointed vice-president in 
charge of western sales. 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


7 

¢@ —the 
South’s best-loved maga- 
zine, now the South’s 
best-looking iagazine ~~" 
“with ‘a new plate’ sizé ok” ” 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE 7 10 
SELL THE SOUTH... 


BECAUSE THE SOUTH 


1S SOLD ON... 
HOLLAND’S! 
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The Reuben H. Donnelley Corporation Announces 


its SECOND Coupon Round-Up —A Money-Saving 
cooperative coupon mailing into 21 | 
important markets during March, 1951 


YOU CAN GET IN 
,°\ON THIS PROGRAM 3 
t-BUT YOU MUST 


Here are the Markets to be 
mailed during March, 1957 


You can choose one, several 


or all markets 
(IMPORTANT SUBURBS INCLUDED IN EVERY MARKET) 


To Be Mailed March 7th To Be Mailed March 21st 


Boston, Mass. Los Angeles, Calif. 
Providence, R. I. San Francisco, Calif. 
Worcester, Mass. Oakland, Calif. 


a an aeccerownne 


Springfield, Mass. San Diego, Calif. 


To Be Mailed March 15th To Be Mailed March 28th 


New York, N. Y. © Cleveland, Ohio 
Philadelphia, Pa. Detroit, Mich. 
Camden, N. J. Chicago, Ill. 
Pittsburgh, Pa. St. Louis, Mo. 
Washington, D. C. 

Baltimore, Md. 

Buffalo, N. Y. 


© Here is a big money saving opportunity for you! Team up 
with other advertisers and have your coupons mailed in the 
same envelope at the sanie time at a price far cheaper than 
you could mail them on your own. 

You can cover one, several, or all of the markets listed on 
the left. Whatever your selection you can be sure your mail- 
ings will be made on the scheduled dates whether there are 
many participants in this program or just one. There will be 
no delays to upset your well-laid plans. 


In addition to the mailing and printing of coupons, all 


nc ner LER AI ARES EES SPLEEN CEE AC pENGENE 


grocers and chain store headquarters will be informed of this 
promotion by us. Supporting newspaper advertising will be 
handled and paid for by us. Point of sale streamers will be 
furnished by us. It’s a complete package deal for which you 
pay only $15.00 per thousand coupons mailed plus, of course, 
the amount of the redemption. 

This is an outstanding coupon deal, and if you are inter- 
ested, get in touch with your nearest Donnelley office right 
away. There isn’t too much time and we definitely are going 


to mail on the dates specified. 


THE DONNELLEY COUPON ROUND-UP 
The ssceibeing H. Donnelley end seettbes 
EAST 45TH STREET : Se EAST 25TH STREET = : 
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